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ALUMINUM 


DEXLOCK 


With satin anodized finish for long-lasting beauty 


Now Dexlock, the low cost Dexter lock with the high quali- 
ty Dexter look, is available in solid aluminum. It’s finished 
with a brilliantly smooth, satin anodized lustre that won't 
corrode or tarnish. And the moving aluminum parts are 
New sample mount for Dexter dealers protected against wear by stainless steel bearings in roses. 
Plus all the other important Dexlock features: Factory pre- 
assembled tie screws. Extra-easy cylinder removal for 
re-keying. True self-aligning latch to assure fast installation 
aud smooth operation even if edge hole is bored out of line. 
Solid brass cylinder plug—not die cast or powdered metal. 
Concealed tie screws. Steel interior parts. New tulip 
knob. Fits standard Dexter boring for all residential doors. 


Dexlock also in solid brass or bronze, standard or two-tone 
finishes including chrome and black anodized aluminum. 


NO LOCK INSTALLS FASTER THAN A DEXTER 


DEXTER LOCK DIVISION Dexter industries, Inc., Grand Rapids, Michigan 
In Canada: Dexter Lock Canada Ltd., Galt, Ontario. © In Mexico: Dexter Locks, Plata Elegante, S.A. de D.V. Monterrey 


Dexter Locks are also manufactured in Sydney, Australia; Milan, Italy and Porto, Portugal 





SOLID 


SELLER 


new 41D aluminum Multi-Port 


The truck you see in the photograph 
above is sitting on steel channels 
atop a fully assembled H/D Multi- 
Port which was taken right out of 
the package. There are no extra 
posts, wires, or hidden supports of 
any kind. The entire weight, over 
4,000 lbs., is supported solely by 
the new H/D Multi-Port! 

We think this test demonstrates 
the extra strength and quality 
that have been engineered into this 
great new product. What’s more, 


the remarkably low priced H/D 
Multi-Port leaves plenty of “room”’ 
for you to make top profits—fast 
turn-over, without a big investment! 

You can sell the prepackaged 
H/D Multi-Port for free-standing 
or attached installation—either 
“installed,” or as a do-it-yourself 
item. It has dozens of residential 
and commercial uses including: 
carports, patios, executive car 
shelters, tool or utility sheds, car 


washes, boat ports, gas stations, 





drive-in restaurants, used car lots, 
roadside vendors, outdoor caterers 
and many others. 

The 10’ x 20’ roof is made of 6” 
wide interlocking white panels, 
crafted of a special aluminum alloy 
that’s heat treated and finished 
with 2 coats of baked enamel. The 
completed Multi-Port is water- 
tight and has a six-inch pitch for 
drainage. Both free-standing and 
attached models are available for 
either 10 lb. or 20 lb. per square 
foot loading. 

Dealers have already proved the 
sales appeal of the H/D Multi- 
Port. The initial production run 
was completely sold out within 20 
days of manufacture. Don’t delay. 
Contact your Hunter Douglas 
representative, or write direct. 


HUNTER DOUGLAS ALUMINUM DIVISION of Std 3 Sine Co., 405 Lexington Ave., New York 17, N.Y. 
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STYLED FOR DISTINCTIVE HOMES 
PRICED COMPETITIVELY 


You can now offer custom styling at stock millwork prices. 
The modern LIF-T-VIEW pattern, shown here, is just one 
of many new R-O-W styles designed to provide more 
architectural variety with quality wood windows. 


Your sales will increase if you stock and reeommend R-O-W 
windows. The full line includes types and sizes for every 
room in every well planned home. 


Your customers are pre-sold on the wonderful lift-out 
feature of R-O-W windows. They are sold, too, on the 
LIF-T-LOX balance that makes raising and lowering 
“‘finger-pressure” easy. All this, plus the insulation and 
beauty of fine wood—at competitive prices. 


WINDOW BALANCE 





R-O-W and LIF-T-LOX are the registered 
trade-marks of the R*O*W Sales Company 


ReOeW SALES COMPANY + 1319 ACADEMY e¢ FERNDALE 20, MICHIGAN 
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YOUR HARDWARE BUSINESS analysed and selling methods documented 
in your next issue of American Lumberman & Building Products Mer- 
chandiser . . . . September 15, 1958. 


















Flintkote Siding helps your 
sales and profits... 


COLONIAL 


DISTINCTIVE—95,” X 32” Flintkote Flintwoodt Siding, applied with nailing strips, throws deep shadows 
under every course . . . produces the heavy, rugged look homeowners like . . . and buy. Flintkote A-C Siding 
chosen exclusively for these model homes in new 160-unit tract, Lakeside Park Homes, Glassboro, New Jersey. 


HANDSOME—Flintkote Flintwood Siding simu- 
lates natural graining. Textured pattern is em- 
bossed right in the siding. Available in a variety 
of rich colors, whites, pastels. Shown: 70F Super 
White, (top) 70F White, (right) 70F Lt. Brown. 


Circle No. 105 on Coupon, page 168 


ECONOMICAL — The extra-long, 954” X 32’’—sidings pro- 
vide greater coverage. Can be applied quickly and easily. 
For particulars and sales aids, write: The Flintkote 
Company, Building Materials Division, 30 Rockefeller 
Plaza, New York 20, N. Y. 
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HOUSING BILL IS REJECTED. Rejection of the housing measure by the House has 
endangered chances that any housing bill will pass this session of 
congress. 


The vote was 251-134. On the vote 185 Democrats and 66 Republicans 
backed the bill while 111 Republicans and 23 Democrats opposed it. 
A 2/3 margin of approval was needed under a special rule. 















HOPE FOR SOME HOUSING ACTION in a last-ditch measure was seen in a statement 
by Sen. Sparkman (D., Ala.), chairman of a Senate banking subcommittee 
on housing. 






Sparkman said he would consider drafting a new bill to be tacked on to 

some other meaSure aS an amendment. Such a bill, he admitted would have 
to be cut down from the one rejected in the House. The bill has already 
been slashed from $2.4 billion to $975 million. 





















PROPOSED BILL was too liberal and would put the Federal government more 
heavily into debt, the Administration claimed. Proposed measure would 
increase maximum mortgages eligible for purchase in the secondary market 
of the Federal National Mortgage Association from $15,000 to $17,000. 







The rejected bill provided for a new quasi-government corporation to 

provide lower down payments on conventional loans. Sponsored by U. S. 
Savings & Loan League, this program would lower down payments on con- 
ventionals to 10% with a 6% ceiling on interest. 

























ANOTHER POINT OF CONFLICT was slum clearance. President suggested six-year 
$1.3 billion with individual communities paying larger share of total 
cost. The House boosted this to a two-year $1 billion outlay with the 

federal kick-in staying at two-thirds. 












SECOND HALF LOOKS STILL BETTER. Two weeks ago we reported that there was 
every indication of a strong upturn in the second half. This opinion 
has been confirmed by a sharp pickup in FHA, VA activity and a fast return 
to the market of the project builder. 


Smaller building boom in the spring may be a new trend for the industry. 
The record now shows that the second half in 1952, 1954, 1957 and 
probably this year will exceed the first half. Traditionally spring has 
been the big season with all trade factors geared up accordingly. It's 
really a tribute to the late Ed Gavin, editor of American Builder and 
formerly with American Lumberman, that he shaped up National Home Week 
for the fall season. 


ROUGH GOING FOR DISPLAY CENTERS. Comac, a Los Angeles building materials 
display center,has recently wound up in bankruptcy. Reports are coming 
in that similar centers in other cities have their troubles. 




































Back of the emergence of display centers are several significant lessons 
for dealers. One, promoters became convinced that the public wanted to 
see a full range display of building materials. Two, they felt dealers 
were not doing much of a display job on building materials. That these 
profit-making centers may falter does not significantly change the 
reasons they entered the picture in the first place. 


The display center setup in downtown Pittsburgh, (A.L. July 7) by 
the Iron City Sash & Door Co. indicates that wholesalers may play 
a vital role in offering the public a free, educational exhibit of 
materials. Manufacturers at this center pay no fee, provide only 
exhibit materials. The entire play is by the wholesaler in behalf of 
dealer customers. 
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In storm doors 





\ and windows... 
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ema YOUR GROWT 
MG STARTS HERE 


Mechanicsburg, Pa. Hazleton, Po. 

















...@ leader in aluminum fabrication and world’s larg- 
est manufacturer of aluminum doors . . . supports its 
dealers and customers with completely integrated 
facilities .. . from smelting through engineering, design 
and fabrication . . . and national distribution. The 
advantages for you: finer products, better service. 

















The illustrations here indicate the scope of Capitol operations, the size of the company 
that stands behind you. 


Dealers get prompt and efficient service from a network of Capitol Fabricator-Distributors. 
Doors are stocked in large quantities for immediate delivery. Windows are made to dealer’s order 
from Capitol lineals by locally situated Fabricator-Distributors. And dealers get extensive 

local advertising and merchandising support through this Capitol distributor. 








You have the product .. . a real brand name... . finest quality anywhere . . . competitive pricing . . 
and complete support from a large, successful, expanding corporation. You can grow with Capitol! 


Ask about a profitable Capitol franchise . . . today! We’ll send you the name of the nearest 
Capitol Fabricator-Distributor, who can put you into business at once. 
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COMBINATION STORM DOORS, WINDOWS, SCREENS 
e JALOUSIES « ROLLING GLASS DOORS « PRIME | 
WINDOWS e WINDOW WALLS ¢ EXTRUSIONS 
= eee 








Mechanicsburg, Harrisburg, Hazieton, New Oxford and Philadelphia, Pa. 


Manufacturing and Warehouse Facilities. Chicago « St. Louis e Sherman, Texas * Anaheim, California 












York, Pa. New Oxford, Pa. 





Sherman, Texas 











CAPITOL PRODUCTS CORPORATION 
Mechanicsburg 129, Pa. 






Please send me complete information about a profitable Capitol Franchise, 







and the name of my nearest Capitol Fabricator-Distributor. 





NAME PHONE 















CAPITOL ... A SINGLE SOURCE, SINGULAR COMPANY 
SERVICE FOR ALL YOUR ALUMINUM DOORS ADDRESS 
AND WINDOWS cmry 






















Anodized Aluminum 


MAIL BOXES 


‘ Available in 5 ex- 
700 Series citing anodized 


finishes: gold lid 
on black box, 


CREE black lid on gold 


box, black lid on 
Engraved black box, gold lid 


. on gold box and 
Name Plate with 


anodized alumi- 
num lid and box. 
every box 


Each M-D Mail 

Box has a blank 

name plate. An 

order form and 

envelope are in- 

side the box. To 3 
“personalize” mail 

box, your custom- 500 Series 
er returns plate to 

us for FREE en- 

graving of name. 


M-D Mail Box Holder 
No. 44 for 4” x 4” 
wood posts. 


M-D Rural Mail Boxes are 

available in 4 beautiful life- 

time finishes that never rust or 

tarnish. Albras (brass color), 

Albright (chrome bright), Al- 

black (black), and Alacrome 

(natural aluminum). Standard M-D Mail Box Holder 
No. 1 size. Approved by U. S. No. 150 for 11/2” 
Postmaster General. metal pipe. 


TELL | Quality Building Specialties | 


Wa-GARD Automatic 


DOOR BOTTOM 


Up auto- DOWN snugly 
matically to against floor 
clear carpet 5 to seal out 
easily when a drafts when 
door opens. eer door closes. 


Here's the perfect automatic door bottom and draft 
eliminator for ALL doors. Smartly designed with 
silvery-satin finish—will not rust or tarnish. Furnish- 
ed in standard lengths—28”, 32”, 36”, 42” and 48”. 





Extruded Aluminum 


ee THRESHOLDS with a insert 














This beautiful vinyl- q~ threshold is available in either Alacrome 
er Anodized Albras 

that will never tarnish—never needs For 
by 34” or 1” high or 14%” wide by %%” high. 


nish. Albras is a permanent anodized color 
fins. Available 334” wide 








ik Numetal 
DOOR BOTTOM 


Made of extra thick wool felt and 
heavy gauge stainless steel, brass or 
aluminum. Standard lengths. Packed 





1 doz. same length to carton. 
































M-D EXTRUDED 


HEAVY DUTY M-D EXTRUDED 
DOOR BOTTOM HEAVY DUTY DRIP CAP 


Extruded aluminum and Extruded heavy duty drip cap—in 
felt door bottom—in nat- natural finish or anodized finishes. 
ural or anodized finishes. 


P. O. BOX 1197 —— OKLAHOMA CITY 1, OKLAHOMA 





ale BST SELLERS “in the house” 


A | Memetal WEATHER STRIPS A; _ Aluma-Slide 
Packaged Sets _ for Doors SLIDING — TRA 


For Vp”. Ya". ". Yo” 

AVAILABLE IN or %” sliding panels 
STAINLESS STEEL of glass, plywood, 

OR BRONZE masonite, pegboard. 
Aluma-Slide alumi- 
num track sets can 
be used on any size 
cabinet. Fast, easy 
installation without 
special tools. In 
packaged sets with 
holes drilled, screws 
furnished and 


d Jamb- Up | a instructions. 


WEATHER "STRIP 


EXTRUDED ALUMINUM & VINYL s 
Made of sturdy, extruded aluminum , Mig 4) at 
and tough, durable vinyl. Perfect for =" - 2 aot OSETS 
wood or metal doors. Comes com- = aw 5b - 
pletely packaged with necessary — i a 
strip, nails, screws and instructions.! 





This complete package unit means easier handling 
for you .. . easier installation for your customers. 
M-D Numetal door sets are available with regular 
door bottoms or with any M-D threshold. 























é SMa-‘WAY Hui 4 "RECORDS A + * 
WEATHER STRIP 
Shelf-Mounted 


Fast-selling because it's so easy Pesctets: ; 4a 
to put on. This is the “original” i CLOSET RODS 
coil metal and wool felt weather J 


strip. Each individual carton con- 
tains one 18 ft. roll with nails and Here's a sturdy, 


instructions. Packed 12 cartons in extruded alumi- 
free display. num rod with nylon 


hanger-glides 
that slide easily. 
Completely pack- 


CALKING & GLAZING aged sets, in sizes 
COMPOUND 
Mc (ik 


World's best calking 
und available in 
, with or without CALKING 
.. hand ee p d 
tubes soe or Vp pt., “pt Ompoune 
qt. an cans. Also “" 7 
$-gal. an %S-a drums, * Soest - 


gun or knife grade. —_——;, VBR ome —_ 


POVLELVMEs 


Nu-Glaze Bs: BUILDING —— 

















You can use and recom- 
mend this glazing com- 
pound iy I complete 
confidence that it always 
“stays put.” bee ag = GLAZING ~ wis a 

4 Rt a he t. s, vOmpoune AT. , { F\gsriculturist 
b., 50 lb., tod ib, 880 sand y > a eee 
lb. drums. = f : 


= 17 magazines will carry 
rendre senets BUILDERS \4-D prod- 197 000,000 Messages 


M-D aol ucts sold ae od a to your customers 
hating supply dealers. about M-D products! 


124 ads (some in 2 colors) will 
cover the line of M-D products and 
create store traffic for youl 











NOW! NEW JOB-MATCHED 








460 UTILITY 240 UTILITY 


INTERNATIONAL CUB® LO-BOY* INTERNATIONAL 240 UTILITY INTERNATIONAL 340 UTILITY 
12.8 HP 38.5 HP 45.0 HP 








T INTERNATIONAL TRACTORS 


eee Size and stamina 
fo match your every 
power need! 


Step into a 
NEW WORLD of 
UTILITY POWER! 


Now! The widest array of power on wheels ever offered industrial 
and commercial users! New International tractors open a whole 
new world of more efficient utility power for loading, trenching, 
lifting, hauling .. . for saving time and cutting costs on the widest 
range of work! 


Power PLUS brawn! Each new International weighs in at the heavy- 
weight end of its respective power class—sizes from 12.8 to 72.5 
bare engine horsepower. This built-in brawn assures strength, stam- 
ina, and dependability that cuts down-time to a bare minimum... 
keeps production up! All-new features include: 


New 3-point hitch with precision Tel-A-Depth control... ultra- 
smooth six-cylinder engines for heavy-duty Internationals, 61 and 
72.5 engine hp .. . Fast Reverser to speed all shuttle-type operations 
... higher-capacity built-in hydraulics ... heavy-duty power steer- 
ing ... years ahead operating comfort and maneuverability. These, 
plus exclusive [H-developed Torque Amplifier drive and Fast-Hitch, 
let you literally “tailor” a new International to your exact power 
and equipment needs. 


There’s a dealer near you. See him today for on-the-job proof of bonus 
capacity and dependability in a new International tractor. For new, illus- 
strated catalog, write International Harvester Co., Dept. AL-9, P. O. 
Box 7333, Chicago 80, Illinois. 





INTERNATIONAL 560 
INTERNATIONAL 460 UTILITY SEE YOUR 


61.0 HP 
INTERNATIONAL 


" : —_ E) HARVESTER 


aj t 
= : DEALER 
= 


= International Harvester Products pay for themselves in use—Farm Tractors and 


Equipment Twine Commercial Wheel Tractors Motor Trucks Construc 
> \ 
is | |! > “ge , & 
} a> 
mm 
—/ 


tion Equipment —General Office, Chicago 1, Illinois 








Watch Raymond Burr as 
**Perry Mason’? and Bar- 
bara Hale as *‘ Della Street”’ 
on The Perry Mason Show, 
Saturday mghts, CBS-TV 
Network, 117 stations. 
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fo help you sell quality window glass 


rem Derry Nason Show 


AGAIN IN SEPTEMBER 


The most-watched detective series on TV will do a terrific selling job on window 
glass for you—before millions of people. The powerful L-O-F window glass 
commercial will feature hard-hitting display and merchandising aids. Use them 


to identify your store with the window glass everyone will be looking for. 


BE PART OF THIS PROMOTION! 


It’s easy to show your customers that you carry the glass they’ve seen on TV 
. contact your L:O-F Glass Distributor today for the display and merchan- 


dising materials to be featured on The Perry Mason Show. And above all .. . 


specify L-O-F QUALITY WINDOW GLASS 
every time you order 


GLASS 


LIBBEY 
OWENS 


FORD 
a Great Name in Glass 


608 MADISON AVENUE 
TOLEDO 3, OHIO 
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this is the only rack that makes it 


aluminum for the 





Reynolds was first to introduce Do-It-Yourself Aluminum. Today it is 
still the only complete line sold from this traffic-stopping, self-service 
rack! Here, at one convenient source, the home handyman can find 
aluminum sheet, screen and storm window components, new sliding 
door track sets, tubing and tubing fittings, bar, angle, rod and 15 
types of rustfree, non-staining aluminum fasteners. 

Here, too, he gets easy-to-follow Project Sheets, furnished to you 
free by Reynolds, showing him how to make all kinds of useful items 
from lightweight, attractive aluminum. The convenient display also 
reminds the customer that he’ll need window glass, tools, screening 
and many other related items which you also sell. 

If you aren’t a Reynolds Do-It-Yourself 
Aluminum dealer, get on the bandwagon 
now. Never before was there such interest 
in aluminum, the modern miracle metal, 
for home repairs and improvement! Get in 
touch with your Reynolds distributor to- 
day, or write for the profit-making details. 


by the 
makers of 


Reynolds Wrap 
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possible for you, Mr. Dealer, to sell 


home handyman! 
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Oiled for life 


The “‘oiled for life’’ feature of Ideal hardware is your protection 
against costly maintenance, service calls and replacement. Qual- 
ity, engineering and eye appeal have made Ideal hardware the 
number one choice of door manufacturers everywhere. 
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IDEAL, THE ONLY CLOSER WITH PERMANENT LUBRICATION 





The No. 80 Closer has a unique oil cartridge that 
completely lubricates all internal parts for 10 years, 
the only closer on the market with a method of 
permanent lubrication. Aircraft Type “‘O” Ring 
assures positive uniform air control. Fatigue-proof 
oil tempered spring and fast latching feature pro- 
vide maximum closing power and a minimum of 


IDEAL 
OILITE 
BEARING 


HINGES 


chenstaten Sines 
uminum 

have Bronze Oilite The "A 
Bearings where 
the major wear 
occurs. 

up to 20 times 
longer . . . virtu- 
ally never wear 
out in average use. 





at knock-out 


ported by two Oilite 


only three | 


“bounce.”” Shock absorber spring and protector 
chain stop door at about 90° opening. Positive lock- 
ing device to hold door open. Choice of silver alumi- 
num or lustrous bronze finish . . . color coat baked 
onto Parkerized metal, then proiected by clear 
Epoxy enamel. Guaranteed 10 years. 


IDEAL 
Aq [eo]: } 
LATCH 


series Knob Latch has a float 


ing heat treated hexagon spindle sup 


Bearings. Drill 


4" holes to install. Two 


thru-bolts absorb all pulling strain. Key 


locking can be made with a %" hole 


plate. Choice of silver 


aluminum or lustrous bronze finish 


color coat baked onto Parkerized metal 


then protected by clear Epoxy enamel 


IDEAL BRASS WORKS 250 E. Sth $T. + ST. PAUL 1, MINN. 
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awminum | PRODUCTS 
ROUNDUP 


(See Page 50 for beginning of 
feature section on aluminum) 





Versatile New Roofing & Siding 


The diamond pattern of embossing improves glare diffusion 
and actually adds to the load-bearing strength of its new alumi- 
num Diamond-Rib roofing and siding, says Kaiser. The ribbed 
sheet is particularly suitable for carports, fences, residential 
roofs, store fronts, etc. Each sheet is extra wide, providing a 
full 48” coverage after lapping. It is 50.3” wide overall and 
comes in 6’, 7’, 8’, 9’, 10’, 11’, 12’, 14’, and 16’ lengths. 
Any moisture which starts to gain entry between two sheets at 
the lap is drained off along a V-crimped channel along one 
outer edge of each sheet (see inset). Kaiser Aluminum Chemical 
Sales, Dept. AL, 919 N. Michigan Ave., Chicago 11. 

Circle No. 201 on Coupon, page 168 


Roof Jack 


Designed for use as a roof 
outlet for ventilating fans, a 
new aluminum roof jack 
provides 50 square inches of 
free area—ample for any 
kitchen-type ventilating fan, 
says maker. It takes any 
duct, up to 10” x 10”. Leigh 
Building Products, Dept. AL, 
Coopersville, Mich. 

Circle No. 203 on Coupon, page 168 





Introduces Sliding Window Series 


A new sliding window series has been added to Fenestra’s 
aluminum sash line. The new horizontal aluminum sliding win- 
dow is available in 24 standard sizes. Of heavy-duty construc- 
tion for greater stability, it has double weatherstripping of mo- 
hair and stainless steel to minimize air infiltration, eliminate 
rattling and provide a tight closure. The window is plastic-coated 
to protect against plaster and mortar dust deposits. A vinyl 
glazing bead is standard on all units. To cut installation time, a 
nailing flange is provided. Fenestra, Inc., Dept. AL, 2250 E. 
Grand Blvd., Detroit 11, Mich. 


Circle No. 202 on Coupon, page 168 


Double-Vent Window 


A new line of Watson 
double vent aluminum slide 
windows is manufactured as 
a completely assembled unit, 
ready to be nailed into rough 
wall opening. Both vents are 
easily removable for cleaning 
from inside. W. M. Products, 
Dept. AL, 5425 Blossom St., 
Houston, Tex. 

Circle No. 204 on Coupon, page 168 


(See more New Aluminum Products on Page 21—and pages 155-167) 
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... For Kaiser Aluminum Diamond-Rib Roofing Dealers 


Every time “Maverick” delivers a hard-selling 
Diamond-Rib roofing commercial, it reaches over 
30 times more people than can be seated in all the 
Major League stadiums in the nation! 


Viewers become buyers when “Maverick” com- 
mercials dramatize these outstanding sales points: 


One width, thickness, finish 
Stronger 

Extra wide, extra long 
Diamond embossed 


New diamond embossed nails to match 


Stock Kaiser Aluminum Diamond-Rib roofing 
and get the consistent sales support of “Maverick.” 
For full details, write: Kaiser Aluminum & Chemi- 
cal Sales, Inc., Merchant Products Dept., 919 N. 
Michigan Avenue, Chicago 11, Illinois. 


KAISER 
LUM/INUM 


THE BRIGHT STAR OF METALS 


See “MAVERICK”, featuring Warner Bros. stars James Garner and Jack Kelly, 
Sunday evenings, ABC-TV Network. Consult your local TV listing. 











Special New Product Roundup 


Removable Sash Is Added 


A low-cost, single-hung balanced alu- 
minum window with removable sash 
that permits washing from the inside is 
announced by Cupples Products Corp. 
By means of a simple device, the sash 
can be quickly and easily removed. This 
means that the window can be cleaned 
from the inside and is, therefore, highly 
desirable for split level and two-story 
homes as well as for single-story dwell- 
ings. The window is equipped with hid- 
den mechanical balance to assure whis- 
per-soft operation and is weatherstripped 
with metal-backed fabric. It has integral 
fin-trim, just four nails to install, says 
maker. Cupples Products Corp., Dept. 
AL, 2650 Hanley Road, St. Louis 17, Mo. 

Circle No. 205 on Coupon, page 168 


A 15-Louver Jalousie 


A completely new aluminum door fea- 
tures a 15-louver jalousie that has been 
designed especially for this door. The 
door is available in Capitol’s 1”Z-bar 
master frame with full piano swaged 
hinge as well as with swaged full piano 
hinge beveled expanded frame. Complete 
weatherproofing is attained through the 
use of these features and by use of 
stainless steel weatherstripping around 
the louvers, says maker. The door comes 
equipped with a removable screen panel; 
a glass insulating panel also is available. 
A heavy fluted aluminum kickplate adds 
strength to the door at the bottom. Cap- 
itol Products Corp., Dept. AL, Mechan- 
icsburg, Penna. 

Circle No. 206 on Coupon, page 168 


(begins on page 19) 


Triple Track & Tilt Window 


A triple track, triple tilt aluminum win- 
dow designed by Southeastern Tool & 
Die Co. to be made by fabricators from 
aluminum extrusions and materials man- 
ufactured by the company is announced. 
The windows are easy to clean from the 
inside and to ventilate; they are self-stor- 
ing, economical and made from lifetime 
aluminum. The manufacturer also offers 
aluminum extrusions and other materials, 
which may be used to fabricate custom- 
fitted aluminum doors as well as windows. 
Southeastern Tool & Die Co., Dept. AL, 
P.O. Box 63, Powderly Station, Birming- 


ham, Ala. 
C.rcle No. 207 on Coupon, page 168 
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Storm & Screen Unit 


A new Crestline combina- 
tion, self-storing storm and 
screen unit has a Ponderosa 
Pine frame and aluminum 
frame storms and screens. It 
can be installed in the prime 
window very simply; frame 
can be fitted to any opening, 
says maker. The Silcrest Co., 
Dept. AL, Wausau, Wis. 
Circle No. 208 on Coupon, page 168 


Pushbutton Control 


Storm windows will hold 
at convenient heights at a 
touch on the Gold Button 
(see inset), prime feature of 
new Air Master aluminum 
window and screen line. Rec- 
tangular button (right) per- 
mits removal of window. Air 
Master Corp., Dept. AL, 
Philadelphia 32, Penna. 


Circle No. 209 on Coupon, page 168 


Touch ’N Tone 


A new colored aluminum 
spray, called Touch ’N Tone, 
is ideal for refinishing such 
household items as_ metal 
chairs, lamps and _ picture 
frames. It is sold in half- 
quart aerosol containers. 
Aluminum Company of 
America, Dept. AL, 1501 
Alcoa Bldg., Pittsburgh 19. 


Circle No. 210 on Coupon, page 168 


(See Pages 155-167 for 
Additional New Aluminum Products) 
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Minerva Doors 


Minerva aluminum storm 
or jalousie doors are full 1” 
construction. Screen inserts 
convert the storm door into 
a screen door with the chang- 
ing seasons. Sixteen welds 
make Minerva storm doors 
one solid piece of metal. 
Minerva Aluminum Co., 
Dept. AL, Minerva, Ohio. 


Circle No. 211 on Coupon, page 168 
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For Aluminum Window, Sliding Glass Door and Screening Dealers 


Every time “Maverick” delivers a hard-selling 
commercial for aluminum windows, sliding glass 
doors and screens, it reaches more people than 
read all of the morning newspapers in the United 
States! 


Viewers become buyers when “Maverick” com- 
mercials dramatize these outstanding sales points: 


Can’t rust, won't stain Can’‘t rot or warp 
Never need painting Cost less to maintain 
Lightweight Easy to keep clean 
Easy to install Last a housetime 


Stock these quality aluminum products 
for the home and get the consistent sales sup- 
port of “Maverick.” We will gladly supply 
you with a list of window, sliding glass door 
and wire cloth manufacturers whose products 
are made with Kaiser Aluminum. Write to: 
Kaiser Aluminum & Chemical Sales, Inc., 919 
N. Michigan Avenue, Chicago 11, Illinois. 


ALUMINUM 


See “MAVERICK”, featuring Warner Bros. stars James Garner and Jack Kelly, 


Sunday evenings, ABC-TV Network. Consult your local TV listing. 
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Model Homes Win National 
Recognition for 83 Dealers 


The “Showcase of Famous Brands” 
model homes program, geared exclu- 
sively to the retail lumber dealer, is 
being climaxed by scores of grand 
openings across the nation during Sep- 
tember and October. The names and 
addresses of 83 of the many dealers 
who participated in the program will 
be listed in a two-page advertisement 
appearing in the Sept. 13 issue of The 
Saturday Evening Post, enabling 
homemakers to visit the “Showcase” 
home nearest them. 

Actually, 149 dealers signed up to 
build 187 homes, but not that many 
will be ready for the grand openings 
beginning Sept. 6, reports the Mason- 
ite Corporation, sponsor of the nation- 
al merchandising campaign. 

The program is expected to supply 
the dealers with prospects for new 
homes as well as home improvement. 
According to studies made by Mason- 
ite, many homeowners visit model 
homes to obtain ideas for remodeling; 
this is one reason why the retail dealer 


Nat finer nvedlvent than Bellon Living ? i gours in 0 new howe | 
—— 


is the key in the “Showcase” model 
home program. 

Dealer-participants with color re- 
prints of the Post advertisement to 
display on their counters, as well as 
unmounted ones for additional dis- 
tribution. 

Dealer promoted. Copy in the ad- 
vertisement (pictured) invites Mr. and 
Mrs. Homemaker to the grand open- 
ing, “to see and go through the very 
latest in model homes, erected coast- 
to-coast in cooperation with leading 
lumber dealers . . . to see the expan- 
sible way of living made possible by 
‘Living Core’ construction . . . to see 
the dramatic use of famous brand ma- 
terials such as Masonite panel prod- 
ucts . . . to see new ideas at every 
turn.” 

The “Showcase” promotion has 
proved so successful that Masonite 
Corp. already is planning for its con- 
tinuation in 1959. (See page 167-A for 
list of participating dealers). 





TWO-PAGE ADVERTISEMENT, appearing in the Sept. 13 issue of the Post, lists the 
names and addresses of the dealers who will have ‘‘Showcase"’ model homes open 
for public inspection during September and October. 
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Sash & Door Jobbers to 
Meet in New York 


Approximately 550 stock millwork 
industry representatives will gather in 
New York City, Sept. 22-24, for the 
17th annual meeting of the Northern 
Sash & Door Jobbers Association. 

Tom Marquart, Marquart Millwork 
Co., Oshkosh, Wis., president of the 
association, announces the scheduling 
of Jack Lacy, one of the nation’s fore- 
most sales training consultants, to pre- 
sent an important message on selling 
responsibilities and techniques to the 
jobbers, manufacturers and salesmen 
at the convention. There will also be 
several jobber-supplier meeting ses- 
sions in addition to the jobbers’ own 
business session, adds Marquart. 

Further details about the meeting 
may be obtained by writing secretary 
Carl W. Nagle, Northern Sash & Door 
Jobbers Association, 11 S. LaSalle St., 
Chicago 3. 


Hoo-Hoo to Meet in Las Vegas 

More than 1,000 Hoo-Hoo and 
their wives from all parts of the U. S., 
Canada and Mexico, will meet in Las 
Vegas, Nev., Sept. 14-17, for the 67th 
annual convention of the International 
Concatenated Order of Hoo-Hoo. All 
business and social events will be held 
at the Sahara, Thunderbird, Riviera 
and El Rancho Vegas hotels. The Sa- 
hara is the official convention head- 
quarters. The host club is Las Vegas 
Hoo-Hoo Club No. 106. 


Clark Essay Contest Has 
$2,000 First Prize 

Theme for the 1959 Clark essay 
contest, which begins Sept. 1 and ends 
next Apr. 3, is “Materials Handling— 
Tomorrow’s Solutions of Today’s 
Problems.” A first prize of $2,000 
and nine other prizes totaling $3,000 
will be awarded the best papers on 
the subject. 

Sponsored by the industrial truck 
div. of Clark Equipment Co. and con- 
ducted by the American Materials 
Handling Society, the contest is open 
to anyone except Clark employes and 
dealers. 

In their papers, contestants should 
discuss One or more unsolved handling 
problems and propose a solution. Full 
details about the contest may be ob- 
tained by writing to Clark, Dept. AL, 
Battle Creek, Mich. 

Winners will be announced and 
prizes awarded at the Materials Han- 
dling Institute Exposition in Cleveland 
next June. 
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_.. For Kaiser Aluminum ShadeScreen Dealers 


Every time “Maverick” delivers a hard-selling Stock Kaiser Aluminum ShadeScreen and get the con- 
ShadeScreen commercial, it reaches overseven sistent sales support of “Maverick.” For details, write: 


. . . Ke Ss [ é , ” é 
times more people than are born in this coun- aiser Aluminum & Chemical Sales Inc. Merchant 

Products Dept., 919 N. Michigan Ave., Chicago 11, III. 
try every year! 





SGHADESCREEN AZ 
“ Trademark—for a louvered screening product made by Kaiser Aluminum sf \ ALUMINUM 
See “MAVERICK”, featuring Warner Bros. stars James Garner and Jack Kelly, ‘4 


Sunday evenings, ABC-TV Network. Consult your local TV listing. 






Viewers become buyers when “Maverick” 
commercials dramatize these outstanding sales 


points: 

@ Keeps rooms up to 15° cooler 
@ Prevents sun-fading 

e Stops harsh glare 

e Keeps out flying insects 

@ Lowers air Tuaditioning costs 


e Can’t rust—minimum maintenance 


iD sean <0, CBRE. CELLO, RR 
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Automated Abitibi Mill into Production 


Plateboard, an improved _hard- 
board, in both smooth-one-side and 
smooth-two-sides, plus a broad line of 
insulating board now are reaching 
customers of Abitibi Corp. from its 
new plant at Alpena, in the lower 
Michigan peninsula. 

An Abitibi specialty is its Wood- 
Grain Plateboard, a new paneling ma- 
terial given a wood-grain surface at 
the mill that needs no further treat- 
ment and is produced in a variety of 
finishes. The new mill also is engi- 


neered to provide for future expan- 
sion in all product lines. “Additional 
products are being developed,” points 
out general sales manager Edward J. 
Schultz. 

“Abitibi’s concentration of facilities 
in the new plant now enables hard- 
board and insulation board users to 
order Abitibi products in mixed car- 
load lots,” adds Schultz. “It is the only 
mill producing smooth-one-side and 
smooth-two-sides hardboard and insu- 
lating board under one roof.” 


More Cost of Doing Business Data Reported 


Southwestern. —_Individually-owned 
lumberyards in the Arkansas, Kansas, 
Missouri and Oklahoma, accounting 
for $35 million in sales last year, 
earned 3.01% net profit on. sales, 
down from 3.59% in 1956. In con- 
trast, line yard firms in the territory 
earned 2.21%, down from 2.70%. 

In both the independent and line 
yard reports, both controllable and 
non-controllable expenses rose from 
1956 to 1957. Independents’ control- 
lable expense rose from 17.14% to 
18.37%, while non-controlled expense 
rose from 3.19% to 3.26%. The cate- 
gory “Wages and salaries other than 
owners,” were a big factor here. Gross 
margin rose from 23.53% in 1956 to 
24.10% in 1957, contrary to the 
movement of net profit. 

As in the case of the independents, 
the line yards’ expense accounts were 
a bigger percentage of net sales in 
1957 than in 1956. Reporting line 
yards had sales of $63 million. Con- 
trollable expense rose from 17.10% 
to 19.88%, with much of this coming 
from wages and salaries, including ex- 
ecutives’ salaries as well as all others’ 
pay checks. Total operating expense 
rose from 20.56% to 23.14%, while 
gross margin rose from 22.91% to 
24.84%. 

Line yards carried a five-month in- 
ventory, while individually-owned 
yards carried a 3%4-month inventory 
in 1957. 

Northern California, Dealers did 
better in this region in 1957, with net 
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profits on sales rising from 2.92% 
in 1956 to 3.38% in 1957. Only the 
group in the below-$250,000 annual 
sales showed a drop in profit on sales. 
The least profitable, reporting 2.93%, 
were the yards in the $250,000-$500,- 
000 group. Most profitable were the 
biggest yards with over $750,000 sales, 
reporting 4.14% net on sales. 

The big difference in profit between 
the volume groups came in operating 
expense. The big yards operated at 
20.75% of sales, while the little yards 
required 23.39% to operate. 

This is found, too, in efficiency, 
measured by annual average sales per 
employe: $43,570 for the big yards, 
down to $35,249 for the little yards. 
The yards operating most efficiently 
were in the $500,000 to $750,000 
bracket; sales per year per employe 
averaged $44,080. Ironically, these 
big-volume selling employes produced 
profits to put them in second place 
for net profits on sales. 

Middle Atlantic. Dealers did almost 
exactly as well in 1957 as in 1956, 
with 2.25% net on sales against 
2.24% in 1956. The most profitable 
dealers as a group had sales in the 
under-$200,000 bracket; they netted 
3.29%, up from 3.09% in 1956. The 
poorest showing was in the $400,000 
to $750,000 group where 1.99% net 
on sales was earned, down from 
2.50%. 

Total expense of the largest yards, 
over $112 million sales, was 30.24%; 


the lowest expense was 24.74%, found 
in the next lower bracket of $750,000 
to $1% million. While management 
salaries were a smaller percentage in 
the bigger volume yards than in the 
next lower volume bracket, the item 
“all other salaries and wages” was 
higher. It was 11.42% for the $750,- 
000 to $1% million group, and 
14.33% in the over $1'% million yards. 
A jump took place in this expense ite 
from 1956 to 1957, going fro 


11.34% to 14.33%; however, in thé 
slightly lower volume yards the perg = 
centage of “other salaries and wages®4 






stayed level. Only in the most pr 
able under $200,000 bracket did & 
item climb from 1956 to 1957, @ 
then only from 11.13% to 12.04%. 







(The data for the above was supplied * 


by the Southwestern 
Association, the Lumber Merchants 
Association of Northern California 
and the Middle Atlantic Lumbermen’s 
Association. For current operating cost 
data from other associations, see Amer- 
ican Lumberman, August 4, 1958, page 
29 and following.) 


NBMDA Convention 
Listed for Chicago 

The board of directors of the Na- 
tional Building Material Distributors 
Association at a recent meeting in Des 
Moines announced the dates for their 
7th annual fall convention, which will 
be held at the Sheraton hotel, Chicago 
Nov. 9-12. 

T. J. Dougherty, president of 
NBMDA, says that 600 wholesale dis- 
tributors of building material in 42 
states, as well as sales representatives 
of manufacturers, are expected. 

A round-table discussion on “The 
Wholesale Distributor—Survival or Su- 
icide?” is scheduled for the first day’s 
program. Further information about 
the meeting may be obtained by writ- 
ing NBMDA, 22 W. Monroe St., Chi- 
cago 3. 


Union Pay Scales Rise 


Hourly wage scales of union build- 
ing trades workers rose an average of 
2.8% during the three months ending 
July 1, 1958, reports the U. S. Labor 
Department’s bureau of statistics. For 
all trades combined, this increase was 
less than the 3.4% advance in the cor- 
responding period of °57, but greater 
than the gain registered in the second 
quarter of other years since ’48. 

Wage increases during the quarter 
advanced the average hourly scale of 
all building construction workers 9.1¢. 
Individual trades showed average 
scale gains varying from 10.7¢ for 
plumbers to 5.3¢ for painters. On July 
1, the estimated average rate for all 
union building trades workers was 
$3.34 an hour. 
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... For Aluminum Siding Dealers 


Every time “Maverick” delivers a hard-sell- 
ing aluminum siding commercial, it reaches 
more people than live in the three largest 
cities in the world! 

Viewers become buyers when “Maverick” 


commercials dramatize these outstanding 
sales points: 


Lasting beauty —can’t rust, rot, warp or 
split 


@ Paint baked on at factory —colors last 
years longer 


e Quickly and easily installed 


e@ Easy and less expensive to maintain— 
won't deteriorate 


e Keeps house cool in summer—warmer in 
winter to save on fuel bill 


@ Adds to the resale value of the home 





Stock aluminum siding and get the consistent sales 
support of “Maverick.” We will gladly supply you with 
a list of residential siding manufacturers whose prod- 
ucts are made with Kaiser Aluminum. Write to: Kaiser 
Aluminum & Chemical Sales, Inc., 919 N. Michigan 
Avenue, Chicago 11, Illinois. 


KAISER 
ALUMINUM 


THE BRIGHT STAR OF METALS 


See “MAVERICK’’, featuring Warner Bros. stars James Garner and Jack Kelly, 
Sunday evenings, ABC-TV Network. Consult your local TV listing. 
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NEW WAREHOUSE of dealer-owned 
“ideal wholesaler" distributor contains 
10,000 square feet of clear-span space, 
features mechanical handling of com- 
plete lines of lumberyard products. 


New Reserve Warehouse 


An east coast wholesale firm em- 
bodying lumber dealers’ ideas of 
wholesale service observes its first 
year of operation Sept. 17th with an 
Open House to dedicate a new ware- 
house. 

The firm, Coast Reserve Supply, 
Inc., Farmingdale, N.J., is owned by 
10 retail lumber dealers; it numbers 
about 100 lumberyards as customers. 
Frank F. Balisdell, F. F. Balisdell 
Lumber Co., Red Bank, N.J., is pres- 
ident and Herbert B. Manning is gen- 
eral manager. 

Manning said that until Coast Re- 
serve Supply was founded dealers had 
to order from six or seven different 
wholesalers with delivery time rang- 
ing from several days to a week. “Our 
basis is diversification of products. We 
have combined the basic items of all 
lumberyard lines and have them avail- 
able at our new warehouse for quick 
service,” he said. 

During its first year the wholesale 
company had $700,000 gross sales 
volume. 


Gives Book on 75th Birthday 


As a symbol of partnership between 
Benjamin Moore & Co., New York 
City, and the independent paint dealer, 
a 75th Anniversary Book is being giv- 
en to the thousands of independent 
paint dealers and distributors who sell 
Benjamin Moore paints. 

Entitled “Foundation for the Fu- 
ture,” the 80-page book presents the 
company’s history and reiterates its 
relationship policy with the dealer. 


In New Locations 

The Hardwood Plywood Institute 
has moved its headquarters from Chi- 
cago to McLean, Va. Pending con- 
struction of a new building, the HPI 
office is being maintained by manag- 
ing director Clark McDonald at 69 
Raymond Ave., McLean, P. O. Box 
279. 

The Reardon Co. has moved its 
western factory and offices to larger 
quarters in Los Angeles. Its new lo- 
cation is at 4920 Loma Vista Ave. 
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mer ia Tools 


THE FINEST PLANES YOU CAN LAY HANDS ON... 
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A complete stock of planes 
on this free merchandiser 


This handsome metal merchandiser effectively displays the basic planes you 
need to satisfy the requirements of professional and amateur woodworkers. 
Your customer can select the planes he wants right from the counter or 
wall where you place the display. 

Price strips, furnished with the unit, describe each plane and give retail 
prices. A handy pocket holds copies of the informative booklet, “Plane 
Facts,” for customer self service. Your wholesaler has this new Stanley 
display package now. Ask him about Stanley Plane Merchandiser No. 8A. 













YOUR BASIC PLANE DEPARTMENT 












Quantity No. Type List Price 
1 4 Stanley Smooth $10.70 
1 5 Stanley Jack 11.50 
1 9% Stanley Block 5.95 
1 110 Stanley Block 3.25 
1 220 Stanley Block 3.98 
1 H1204 Stanley Handyman Smooth 5.79 
1 H1205 Stanley Handyman Jack 6.75 
1 H1247 Stanley Handyman Block 2.19 
8 Total Retail Value $50.11 





Cost to you, complete with free merchandiser—only $33.40 






Stanley Tools, Division of The Stanley Works, New Britain, Conn. 





AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 
tools « builders, industrial and drapery hardware « door controls « aluminum windows « stampings « springs 
« coatings « strip steel » steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
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.. FOr Aluminum Combination Storm Window and Door Dealers 


“Maverick” —Kaiser Aluminum’s sensa- 
tional Sunday night television program— 
consistently delivers hard selling commer- 
cials for aluminum combination storm 
windows and doors to a nationwide audi- 
ence of over 33,000,000 people. 


These commercials turn viewers into buyers 


by dramatizing these outstanding sales points: 


e Comfort, economy—keep wintry blasts 


out, seal heat in 


e@ Rustproof, rotproof, never need paint- 


ing — minimum maintenance 


Stock aluminum combination storm windows and 
doors and get the continual sales support of “Maverick.” 
We will gladly supply you with a list of combination storm 
window and door manufacturers whose products are made 
with Kaiser Aluminum. Write to: Kaiser Aluminum & 
Chemical Sales, Inc., 919 N. Michigan Ave., Chicago 11, Ill. 


KAISER 


adi ALUMINUM 


See “MAVERICK”, featuring Warner Bros. stars James Garner and Jack Kelly, 
Sunday evenings, ABC-TV Network. Consult your local TV listing. 
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e Convenience —once up, they stay up 
e Durable —last the life of the house 


e@ 9 out of 10 storm windows and doors 


sold today are aluminum 























New Printed Strapping 


Printed steel strapping, which dis- 
plays the name or message of the 
user every two feet, is being produced 
by the Allegheny Steel Band Co., 
Pittsburgh. The customer’s sales mes- 
sage can be printed in any one of 
seven different colors on the new prod- 
uct, called Printon Strapping. 

An important advantage, says the 
manufacturer, is that pilferers cannot 
replace the printed strap with an iden- 
tical strap and they are discouraged 
from tampering with it. 

Printon is available in 19 light duty 
sizes, ranging from %” x .012” to 
%” to .023”. It is produced in a 
blued, painted and waxed corrosion- 
resistant finish by Allegheny Steel 
Band Co., Dept. AL, P. O. Box 716, 
Pittsburgh 30. 


Boom in Rental Housing 


The U. S. Savings and Loan League 
reports that multiple family apartment 
construction now accounts for a larg- 
er percentage of housing starts than 
at any time since 1952. The total is 
20% and the growth is said to be 
traced to younger families not yet 
ready for new homes and easier fi- 
nancing of rental units under FHA. 


Typical FHA Deal 


Total monthly housing expense on 
a FHA home last year was $117, 
compared to $106 in 1956. The cost of 
closing and downpayment averaged 
$2,915, the year before it was $2,588. 
The annual income of the home buy- 
er was $6,632 in 1957, compared with 
$6,054 in 1956 and only $5,139 back 
in °54. 


Gets Lu-Re-Co License 


The Crabtree Lumber Co., Jack- 
sonville, Fla., has been licensed by 
the Lumber Dealers Research Coun- 
cil to use the Lu-Re-Co building sys- 
tem to mass-produce exterior wall 
panels and roof trusses for one-story 
homes. An assembly line system will 
be set up in the firm’s yard for pro- 
ducing the units. 


HINES SUPER BILLBOARDS—Six cut- 
out designs on a single outdoor poster, 
unique in outdoor advertising, are fea- 
tured in new billboards of Hines Lum- 
ber Co., Chicago. Half of the advertise- 
ments will promote lumber for home 
construction; the remainder will adver- 
tise three specific products such as the 
windows promoted in the unit above. 
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NEW CELOTEX PLANT—With the completion of its new $6 million plant at Fort 
Dodge, lowa, shown above, The Celotex Corp., Chicago, is in a position to serve the 
plaster, lath and board product needs of dealers in 39 states. Other Celotex gypsum 
plants are located in Hamlin, Tex., and Port Clinton, Ohio. 

















Informative displays on Multiplex 
will boost your homeowner sales 
Today's retail lumber dealer knows the need for merchandise displays 


that inform. The shopper wants to find out about sizes, prices, colors, 
uses, etc., without asking a lot of ‘‘foolish questions’’ of a salesman. 


Thousands of lumber dealers are now using Multiplex 
Panels to do this job of informative merchandise display 
. and many manufacturers* will provide you free 
display kits to fit Multiplex Panels. 
The steel-framed panels use peg-board, fiberboard, 
plywood and other fillers . . . can be used as a single 
stand-up unit, or in a wall-mounted swinging-panel dis- 
play. And, in the wall-type unit, display panels are re- 
movable and interchangeable with sample doors. 
The coupon will bring you a booklet illustrating the 
use of Multiplex in other dealers’ showrooms and de- 
scribing construction features, sizes, prices, etc. Mail it 
now, and get the facts. 


*List of manufacturers’ names on request. 


~ MUITPLEX 


DISPLAY FIXTURE COMPANY 
907-917 North 10th St., St. Louis 1, Mo. 
Please send your Display Equipment Catalog. 


| COMPANY . 
ae ; 
| city & STATE .... 

| 
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1 For Aluminum Awning Dealers Stock aluminum awnings and get the 


consistent sales support of “Maverick.” We 
P "u wT, ° ° will gladly supply you with a list of awn- 
Every time “Maverick” delivers a hard-selling ing manclacturers whove products are 
aluminum awning commercial, it reaches over made with Kaiser Aluminum. Write to: 


33,000,000 television viewers across the nation! Kaiser Aluminum & Chemical Sales, Inc., 
- . 919 N. Michigan Avenue, Chicago 11, II1. 





Viewers become buyers when “Maverick’”’ com- 
mercials dramatize these outstanding sales points: 


Distinctive, colorful KAISER 

Permanent —once up, they stay up ALUMINUM 
Keep room interiors up to 15° cooler 

Year ‘round protection against sun-fading THE BRIGHT STAR OF METALS 
Can’t rust, resist corrosion 


Low in cost See “MAVERICK”, featuring Warner Bros. stars James Garner and Jack Kelly, 
Sunday evenings, ABC-TV Network. Consult your local TV listing 


PAN TYPE VERTICAL AWNINGS 


HORIZONTAL ROLL-UP AWNINGS 




















Lumber Price Report | 
Shows Firming wll At the Hardware Show ee 
SEATTLE—The market continues 
to firm with some items selling at 
higher figures. Green fir dimension 
has advanced $2-$3; hemlock is 
stronger and shingles are chaotic due 
to the strike of shingle weavers. The 
strike is now settled. All fir items are 
strong. 


SAN FRANCISCO—Increased de- 
mand, combined with somewhat cur- 
tailed production, has pushed prices to 
new highs for the year, with the in- 
crease continuing. Standard and better 
grade green Douglas fir dimension has 
gone as much as $2 higher, with green 


fir boards taking an even greater jump SC RE FE N | NG 
upward. 


Stud prices have increased $5 in 
recent weeks and $2 to $5 price boosts THAT N E 
have been announced by the kiln- VE R 
dried fir dimension mills. Price firm- 
ness exists even with the Ponderosa | ' 
pine 12” boards and the price of 4” | G ROWS OLD! 
AD index sanded fir plywood has sky- 


rocketed to $76 per thousand quoted 

for deliveries after Sept. 1. 

ak a deems ae yo El Come see the insect screening that really offers protection 
es ) s ~ . * 

unites are ren: Ts the up- PLUS! Defies weather, salt spray, chemical fumes . . . any- 

swing is here to stay. Key green fir where, any time! 

lumber items made their second price — _— , : : ; 

poor of “SD a aaa on pa 6 | VINALUME has a core of solid aluminum wire cladded with 

and key plywood is up $4 to $76 a a tough waterproof vinyl coating by a new process. Proved 

thousand. Green fir 2 x 4s are bring- best by four years of salt spray and weather tests. Amazingly 

ing $63 a thousand, up from $61 last Mitta eet sal Deis dn: Riedell 

week and $59 two weeks ago. One & -* " : 

spokesman described the new prices It’s the screening of the future . . . available TODAY! 

as “the break we have been waiting 


for over a year.” See — IN ACTION — the loom that 
| revolutionized Insect Wire Screening Production! 




























































































Guarantee on Fir 

U. S. Plywood Corp., New York i ; agg 
City, has announced a _ guarantee to as “the greatest advance in wire screening production. 
against increases for the remainder of | Watch the fast, bobbinless method of inserting the “fill” 
1958 of its new carload mill prices 
for Douglas Fir Plywood. These are 
based on $76 per thousand square feet unequalled, all-over 
for the basic 4” AD grade and $65 | uniformity, eye-ap- 
for the basic 5/16” unsanded sheath- | ; : 
ing grade. 


See this compact, new loom in operation, the loom referred 


wires. Test the improved, stronger selvage. And, note the 


peal, and the flatness 


of the screening. 


NOTE: 

From here on, all 
OPAL Aluminum 
Wire Screening will 
be woven on_ these 
fast, efficient looms 
to give consumer the 
most uniform screen- 
ing possible, 


Registered trademark of the New York 
OCTOBER IS STORM WINDOW MONTH Wire Cloth Company, York, Pennsylvania 
—National television programs of alu- 
minum producers will feature the first 
National Storm Window Month, and NEW YORK WIRE CLOTH COMPANY 
dealer sales portfolios are available at 
nominal cost through the National YORK - PENNSYLVANIA 
Storm Window & Door Institute, 280 

Madison Ave., New York 16, N. Y. 
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News Makers 


* T. J. McDonald has been appointed 
product manager, Asphalt Roofing 
Products Div. of The Flintkote Co. 
Formerly the firm's southern district 
sales manager, he now will have of- 
fices in the firm’s New York City 
headquarters. 


* Charles F. Axelson, controller, U.S. 
Gypsum Co., Chicago, has been elect- 
ed president of the Chicago Control 
of the Controllers Institute of Amer- 
ica. Established in 1931, the Institute 


furnished 

in Ring 

Shonk and 

Straight 

Shank 
All Deniston nails 
can be shipped in 
either 50 Ib. or 
100 Ib. sturdy 3- 
ply corrugated col- 
or-board cartons 
with hand grips 
for easy handling. 


is a non-profit management organi- 
zation of controllers and finance of- 
ficers. Its total membership now ex- 
ceeds 4,800. 


* Jan Uytterlinde has been appointed 
product manager at Baker Industrial 
Trucks, div. of Otis Elevator Co., 
Cleveland. He will manage the sale of 
gasoline-powered lift trucks. 


* Appointment of John Aldred as 
chief engineer is announced by Sher- 
man Products, Inc., Royal Oak, Mich., 
manufacturer and distributor of trac- 
tor-mounted earth moving, soil pre- 
paring and materials handling equip- 
ment. 


DENISTON 


“LEAD-SEAL’ 


Nails for 


galvanized and 


aluminum 


roofing 


Deniston’s quality ‘‘ Lead-Seal’’ 
metal roofing nail with ‘Triple- 
Lock”’ is heavily zinc-coated for pro- 
tection against rust. It insures a 
permanent seal through which no 
moisture can penetrate, because 
when the hammer strikes the nail 
(not the lead), the ““ bump” and the 
lead are forced through the metal 
sheet, the sheet springs back over 
the ‘“‘bump”’—this solidly locks to- 
gether the nail, lead and sheet. 

Ask your jobber or write to us 


direct for descriptive circulars and 
price information . . . no obligation. 


31 Years of Quality Nails 


THE DENISTON COMPANY 


PAK? 





49th & South Western Avenue ® 


Chicago 9, Illinois 


Lead head 
ROOFING 
NAILS 


IN CANADA: EASTERN STEEL PRODUCTS CO., LTD., PRESTON, ONTARIO 
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* J. M. Moon was elected executive 
vice-president, Signode Steel Strap- 
ping Co., Chicago, at a meeting of 
the firm’s board of directors. Moon, 
who previously had been vice-presi- 
dent in charge of sales, will con- 
tinue to direct the sales activities of 
Signode. 


* Walter E. McEnery, Jr., has been 
named manager, contractor sales, The 
Reardon Co., St. Louis. The newly 
created sales department will function 
separately from paint consumer prod- 
uct sales, but in conjunction with the 
distributor and dealer sales. 


Sullivan Spaulding 


¢ The election of John Spaulding as 
president of the Skil Corp., Chicago, 
is announced by Bolton Sullivan, who 
now becomes chairman of the 34- 


| year-old power tool concern. Spauld- 
| ing assumes his new responsibilities 
| after 33 years with Black & Decker, 


the last four as vice-president in charge 
of sales. 


* Stanley Rosenzwog, Capitol Lum- 


| ber Co., Baltimore, Md., was named 
| as temporary chairman of the Balti- 


more committee for The Lumbermen’s 
Forest in Israel at a dinner-meeting 
attended by representatives of 50 
lumber firms in the Baltimore area. 
The organization is planting a million- 
tree forest in the Holy Land to help 
restore the Negav desert to its bib- 
lical fertility. 


Millard Binswanger Sam E. Binswanger 


¢ Millard 1. Binswanger has _ been 
elected to the presidency of Binswan- 
ger & Co., Inc., building material dis- 
tributor headquartered in Richmond, 
Va. He succeeds Sam E. Binswanger, 
who becomes chairman of the board. 


* C. H. Bacon, Jr., has been ap- 
pointed to the newly-created position 
of executive vice-president of Simpson 


| Timber Co., Seattle, Wash. 
| © Nat L. 


Lehman, vice-president of 
the Steelcraft Mfg. Co., Cincinnati, 


| has been elected board chairman of 


the Steel Door Institute. 
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PLUS VALUES 


that make buyers out of lookers 


ALWINTITE sliding glass doors and aluminum windows add 
quality PLUS VALUES to new homes. Superbly engineered 

and smartly styled for today’s trend to indoor-outdoor living, 

they add visible sales appeal —the kind that helps clinch the sale. 
ALWINTITE’s many PLUS VALUES also mean savings of time 

and trouble for builders. Consistently better workmanship 

with careful attention to details means trouble-free 

operation and the elimination of costly service call-backs. 
ALWINTITE’s national distributor organization with 

factory-trained specialists is always at your service. 

For the complete ALWINTITE story 

see your local distributor or write us direct. ALWINTITE 


by GENERAL BRONZE 


GARDEN CITY. N.Y. 


ALUMINUM WINDOWS :- SLIDING DOORS 
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LUMBER MAP 


OF | FINE 


NORTHERN 
HARDWOODS 


g 5 ake SUP 
ial 8108 


For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





*Copeland Lumber Co...... . Chicago, Ill. 
Mills—Marquette and Newberry, Michigan 


Seles Office — CHICAGO — 228 N. Le Salle St. 
Hardwoods. 


Planing Mills and Dry Kilns. 





*+J, W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple and Ook Flooring. Strip, Herringbone, 
Block patterns. Custom ‘iin drying. Upper grades 
Hard Maple and Birch lumber, rough. 





. Marshfield & Park Falls, 

*Roddis Plywood Corp. . Sacaeie 

Roddis Lbr. & Veneer Co. of Mich., Ironwood, Mich. 
Roddis Lb. & Veneer Co., Ltd. 

Soult Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 
dar Pred., Maple, Birch, Fig. Hdwd. Ven‘r'd Doors. 

Plywd. Modern Dry Kiln facilities. 





* Subsidiary of 
Goodman Lumber Co... caiumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 
Northern Hordwoods, Hemlock, White Pine and Boss- 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





tMember Maple Flooring Mfrs. Assn. 


*Member Nerthern Hemlock & Hardwood Mfrs. Assn. 
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Manufacturers, Wholesalers 
Dealers Join Partnership Plan 


Animosities, prejudices and misun- 
derstandings between the three ele- 
ments of lumber and building materi- 
al distribution were thrown aside in 
Kansas City last month as the second 
meeting of the Committee for Indus- 
try Teamwork laid down a Partner- 
ship-for-Profit plan. 

Sponsored by the Southwestern 
Lumberman’s Association, the com- 
mittee is composed of manufacturers, 
wholesalers and retailers from Arkan- 
sas, Kansas, Missouri and Oklahoma. 
Ken Milliken, executive vice-president 
of the association, pointed out that a 
tremendous volume potential exists 
only when all three segments work 
together to help the “front-line” re- 
tailer sell more. 


“Grass-roots” Committee 


teams. 


members approved a plan in which 
the Southwestern Lumbermen’s Asso- 
ciation will appoint numerous “teams”, 
each consisting of a producer, a 
wholesaler and a dealer, to serve on 
panels at district meetings, where each 
firm from every segment of the local 
industry will be urged to participate. 

The committee also said that a spe- 
cial insignia will be developed by the 
association, symbolizing the “spirit-of- 
togetherness” being promoted through 
teamwork. 

The association’s “Dynamics of 
Selling System” program will be util- 
ized as the medium for raising the 
selling effectiveness at retail level to 
be more competitive with aggressive 
selling of other consumer industries, 
the committee reported. 


Home Starts Set 30-Month Record 


Home building rebounded in July 
to the highest level since January, 1956 
with private home starts climbing to 
a seasonally adjusted annual rate of 
1,160,000, reports the Labor Depart- 
ment. The boost in the annual rate 
for July over the 1,090,000 for June 
came from the contra-seasonal rise in 
private housing starts during the 
month, the agency said. 

Private housing starts during the 
month totaled 107,300—the highest 
private total for any month since May, 
1956. The latest figure compared with 
104,500 in June and 93,900 in July, 
1957. Prodding the total of private 
starts upward, government officials 
said, was the increase in the number 
of homes begun under FHA and VA 
mortgage insurance programs. Con- 
gress last spring provided the FNMA 
with $1 billion of authorization for 
the purchase of mortgages backed by 





the FHA and VA _ on_ lower-cost 
homes—up to a value of $13,500. 

Total non-farm housing starts—in- 
cluding both public and private 
amounted to 111,000 in July, the de- 
partment reported. This was a drop 
of 4,000 units from June, the agency 
said, but the decline was less than 
usual for this time of year. All of 
it, however, was in public housing. 

Preliminary building permit reports 
indicate that the advance in private 
home building came primarily in the 
north central and western states, al- 
though the south showed continued 
strength. The drop in the northeastern 
region was confined to the middle 
Atlantic states, the agency said. 

At the end of the first seven months 
of °58, a total of 605,200 private 
homes had been started—topping the 
figure for the like period of °57 by 
26,000. 

















THE UNIT LOAD THAT WENT ASTRAY—Unitized lumber shipments are still in the 
experimental stage, says Ross Nye, Jr., of Harwich (Mass.) Lumber Co. “The car 
above, unit loaded by a good mill, was carried by six different rail lines for 34 days. 
Then, it took three men an hour and a half to open the doors . . . and had to unload 
by hand.”’ Actually, Nye explained, other unit-loaded cars have arrived in good shape, 
but he thought the industry should see one that went astray. 


September 1, 1958, AMERICAN LUMBERMAN AND 

















DISTRIBUTORS— DEALERS 
GROWTH MATERIAL FOR A GROWTH INDUSTRY... 


HOW YOU CAN 
INCREASE 
PROFITS 


WITH LOW-COST, SAL 











Amazing DURETHENE film is daily finding valuable 
new uses in the building industry. Architects are 
specifying it as a vapor barrier in walls, ceilings 
and floors. Builders are finding it the ideal material 
for curing concrete, for machinery and material 
protection, and for flashing around windows, doors 
and foundations, to mention only a few applications. 

DURETHENE polyethylene film offers permanent 
protection because it is completely unaffected by 
normal temperature or sudden temperature 
changes. It’s rot-proof, puncture- and water-resist- 
ant and won’t crack or break. 

DURETHENE film is easy to handle and light in 
weight— 1,000 square feet of 4 mil film weighs less 
than 20 pounds. And, DURETHENE film is available 
in widths up to 40 feet, 100 feet long in black or clear. 

Low-cost DURETHENE polyethyl ne film can put 
a hard cash bonus in your profit picture. Bring 
this durable, multi-use material to the attention 
of your customers . . . now. 

Restricted DURETHENE franchises in protected 
areas are available to qualified distributors. For 
additional information on this new, high-profit 
product, use the coupon at right. 


buellene. 


POLYETHYLENE 
FILM 


BUILDING PRODUCTS MERCHANDISER 


S-PRODUCING 


A, 


ia MOISTURE BARRIER 
SLAB-On - GROUND CONEBTRUCTION 


Koppers Company, Inc. 
Plastics Division 

Durethene Dept. AL-98 
Pittsburgh 19, Pennsylvania 


[) Please have representative call. 


(C Please send me available literature on DURETHENE film. 


BE cwccaueweneteewveswereees evee ewes See 
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Smart Dealers Know... 


“What makes money 
for my builders 





makes money for ME!” 


Lenofiré UNIT 


Less to do from hearth 
to flue! Benefire is the 
complete form — with 
tight-seal throat damp- 
er, combustion cham- 
ber, down-draft shelf 
and “Ductops”’ built 
right into the form. 
Square shape simplifies 
brick-laying, saves up 
to a ton of masonry per 
job. Guaranteed not to 
smoke. 


EA R. ° UNIVERSAL 

AKT, GPVGPO’ oamrer 

as. a 

aos 20 years of practical experi- 
ence in designing dampers 
for unusual fireplaces guar- 
antees the performance of 
the Beneform Universal 
Damper. Engineered to 
provide lower construction 
costs and smoke-free oper- 
ation of projecting corner 
fireplaces, 2-sided, 3-sided 
—all unusual openings. No 
lintel bars needed — all- 
around flange carries any 
masonry load. 





\ 


‘ 
\a 


et eee 





...and in fireplace equipment 
that means BENNETT! 


The complete Bennett line offers the extra values 
to your builders that mean extra profits for you. 
Compare Benefire units against any competition 
— check the entire Bennett line, point by point, 
and you'll see why masons and builders every- 
where are switching to Bennett, the line designed 
with the builder in mind. For more fireplace 
profits this year — go Bennett all the way —a 
single, dependable source for a// your fireplace 
needs... 


See your distributor — or write for complete in- 
formation. 





Double your profits 
BENNETT 
DEEP THROAT DAMPER 


Makes the mason’s work 
easier — because it’s sized 
and shaped for standard 
brick — saves cutting and 
fitting. 10” deep throat as- 
sures good draft — inter- 
locking closure with full 
overlap ends prevents heat 
loss and cold down-drafts. 
Rotary or poker control. 


Every fireplace you sell 
needs famous Flex- 
screen spark curtains, 
andirons, firesets, other 
decorative accessories. 
Sell the complete order 
—and get your share 
of this high-margin 
business! Write for free 
catalog, prices and sales 


BENNETT ACCESSORIES aids. Address 958 Pine 


Bennett makes everything St. 
for every size or type of 
fireplace. Ash dumps, 
cleanout doors, lintel bars, 
corner supports, grates, 





\ 


SWEEPIT 


aad 


ASH DUMP 


CLEAN-OUT DOORS 


grilles, log dogs — if it’s 
for the fireplace Bennett 
has it. And you can depend 
upon Bennett for the best! 
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4 BENNET] 


IRELAND INC. 
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ALL-NEW ¢ BUILT TO SELL * EIGHT MODELS TO CHOOSE FROM! 


Tops in beauty and 
performance. Model 
562TC features one fully 
automatic ““Tem-Trol” 
and three “Circle- 
Simmer” speed top 
burners. Rich Satin 
Chrome. Hudee rim 
permits snug, flush 
mounting. Also 
available: model 562, 
without “Tem-Trol.” 


built-in 645° 


top burner units by 


HUDEE RIM 
fits flush 
and tight! 


WIDEST SELECTION EVER! 





Model 543 (left) 
with two “Circle- 
Simmer” speed top 
burners; model 543- 
TC (right) with one 
“Tem-Trol” auto- 
matic, one “Circle- 
Simmer” speed top 
burner. 


Model 563TC is 
shown, with one 
“Tem-Trol” auto- 
matic, three “Circle- 
Simmer” speed top 
burners. Also avail- 
able: model 563, 
identical, but has 
no “Tem-Trol.” 


Model.564, with 
four “Simmer- 
Speed” top burners. 


Model 590, with 
four “Center-Sim- 
mer” speed top 
burners, “Tem- 
Trol” automatic 
fifth burner which 
converts to con- 
trolled-heat griddle. 











GEO. D. ROPER SALES CORP., Kankakee, Illinois 


BUILDING PRODUCTS MERCHANDISER 


Completely new, packed with features that sell! Roper’s 


top-burner line-up aims at all your prospects . . . budget- 


minded or luxury-conscious. Roper means top quality, 
trouble-free service, complete customer satisfaction. Make 


new friends, more profits. Sell all-new Roper gas built-ins. 


PROMOTE THESE ROPER “PLUSES" 


© Roper "Tem-Trol" Automatic Top Burner @ "Circle-Simmer" Speed 


Top Burners @ Four Colors or Satin Chrome @ Smart New Styling 


Geo. D. Roper Sales Corp., Kankakee, Illinois 
Please rush me full details on Roper built-in gas ranges. 


Firm Name. 
Individual____ 
ee eee 
City 


oS 





(type of business) AL956 








eovcccecceveceed 
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NE 
MARLITE 
OR 
PATTERNS 


- « . for every new or remodeling interior, 
every prospect— businessman or homeowner 


Priced for fast volume sales, these three new Marlite patterns add a decorator 
look to walls, ceilings, room dividers, sliding doors, counter tops. One of your 
highest profit items both in percentage and in total dollars per sale, Marlite now 
offers you a greater-than-ever opportunity for increased paneling dollars, both 
in business and residential building and remodeling. Get complete information 
from the Marlite wholesaler near you or write Marlite Division of Masonite 


Corporation, Dept. 941, Dover, Ohio. 





t “és %, 


Marlite Celestial Panels 
Twinkling stars on a woven fabric 
background give interiors beauty 
and spaciousness. 4’ x 6’ and 4’ x 8’ 
sizes in four color combinations. 


Marlite plastic-finished paneling a a 


Marlite Imperial Marble Panels 


Low-cost marble pattern available 


in 4’ x 6’ and 4’ x 8’ sizes in five at- 
tractive pastel colors for all deco- 
rator schemes, 


Marlite Peg-Board® Panels 
For beautiful working walls in 4’ x 
8’ sizes. *4—° diameter holes are 


spaced 1” on centers. Available in 
most Marlite colors and patterns. 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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THE PIONEER IN 


aluminum building products 


ee ma wee te boc 
. ‘ 
* 


ALUMINUM NAILS, FLASHING, BUILDING CORNERS, ROLL VALLEY, 
BUILDERS ROLL, FLASHING SHINGLES 








WIRE & ALUMINUM CO. 


DAVENPORT, IOWA 


® 
WORLD'S LARGEST MANUFACTURER OF ALUMINUM NAILS 
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See the Cushiontone commercial on 


JE hope you watched Ruth Jackson and Hugh 

James “sell” viewers on the advantages of an 

Armstrong ceiling on CBS television. We think 
you ll agree they're mighty convincing. 

Hugh and Ruth actually demonstrate how Cush- 
iontone soaks up noise. They also show how easy it 
is to put up. In actual room settings they point out 
how smart and attractive it looks in different kinds of 
rooms. They always close by saying, “See Cushion- 


seebinienttetiaiemetieenientmenieemnert diknde a ee 


tone at your Lumber Dealer's.” 
Hugh and Ruth combine good salesmanship with 

















@rmstrong 
Ceilings 


Circle Theatre last Wednesday night? 


plenty of genuine enthusiasm to make a convincing 
sales story. That's one of the reasons more and more 
people are being presold on Armstrong ceilings — 
they're being sold right in their own living rooms 
every other Wednesday evening on Armstrong Circle 
Theatre. 

Be sure you're ready to close the sale when cus- 
tomers come into your yard. Use the available point 
of sale displays. Be sure your salesmen know the 
Cushiontone story. And when these presold cus- 
tomers are ready to buy, be sure youre ready with 


adequate stocks. 

For everything you need—displays, sales aids, and 
stocks—call your near-by Armstrong wholesaler or 
write Armstrong Cork Company, 4209 Rieker Ave., 


Lancaster, Pennsylvania. 


(Aymstrong CEILINGS 


Textured Cushiontone Full Random Cushiontone 


Decorator Temlok Tile (Tweed, Diamond, and Starlite) 





increase your volume and profit... 


capture more of your window market 


ALUMINUM 


PRIME WINDOWS 


Saves builders costly labor time 

Integral nailing fins for easy installation 
Virtually maintenance free—never need painting 
Heavy, extruded aluminum structural members 
Completely weatherstripped 

Wisco windows meet specifications of A.W.M.A. 
F.H. A. Approved 


Sales Aids, Display Stands, Literature available 


SLIDE-O-RAMIC”’ 400” Horizontal Slider 
with Wisco’s Exclusive /ntegrated 
Triple Track Storm-Screen Window 


Designed for new 
ranch and modern 
architecture. 

Sash glides easily 
on stainless steel 
track. Available 
with Integrated 
“410” Triple Track 
Storm-Screen unit 
or half screen. 


with Removable Sash 








{ am > | 
BD sruvuen “© 








Write today for complete information, 


WISCO incorporateD 
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ALUMINUM COMBINATION 


WINDOWS 
and DOORS 








panel ORL sung o> 

7” Guaranteed by > 

Good Housekeeping 
Or 4s —_ mY 
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WISCO, Incorporated, Dept. AL-2 
4015 Michigan Avenue 

Detroit 10, Michigan 





Please Air Mail me complete information on 





Sash and Screen | i 
ride on separate | Sa 


S D Wisco Primary Windows 
tracks of VINYL! ; PRP : 
0 Wisco Combination Windows & Doors 


O Wisco Vinyl-Cote Aluminum Siding 
Take advantage of WISCO’S 

national advertising, sales and merchandising 
aids, newspaper mats and point-of-sale displays. 


Name 
Address 
City 


Telephone 


Check WISCO’S new Vinyl-Cote Aluminum 
Lap and Vertical Siding Panels! 
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“Andersen 


quality... plus 


Andersen 


advertising 


helps sell 
home 
buyers and 
builders 


alike...” 


says this Baltimore lumber dealer 


Julius Zulver of Walbrook Lumber Company demon- 
strates new Beauty-Line* Unit to builders Rick Koren and 
Shelden Schnaper. 


66 E stock and sell Andersen WINDOWALLS 

because the beauty, versatility and over-all 
quality help create a satisfied public,” reports Julius 
Zulver of the Walbrook Mill and Lumber Company, 
Baltimore, Maryland. “Architects and builders, as 
well as home buyers, specify Andersen Wood Win- 
dows. And the Andersen national program of 
advertising and promotion helps build our business 
volume.” 


Schnaper and Koren, well-known Baltimore build- 
ers, are buying Andersen Windows from this dealer 
for their quality homes. Here is what they say about 
Andersen quality: ““We chose Andersen Flexivents® 


and new Beauty-Line Windows for our home de- 
velopments because they’re easy to install... have 
outstanding modern design and flexibility. And we 
know that they have high public acceptance.” 


More and more successful lumber dealers are 
turning to Andersen Flexivent and new Beauty-Line 
Windows. They have found that their builder cus- 
tomers like the economy, versatility and quality. 
And they know that the Andersen reputation helps 
them sell. 


For full information on sales opportunities with 
Andersen Wood Window Units, see your wWIN- 
DOWALL distributor or write Andersen. WINDOWALLS 
are available from distributors’ stocks throughout 


the United States, and now in Canada. _ *Pat. Pending 
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Window treatment adds charm and livability to this quality 
home. Versatility of Flexivent Units makes it possible to achieve 
interesting variety with a few stock units. 


Easy to assembie! Fiexivent Units are quickly set up for 
delivery to the job site. Pre-assembly like this cuts on-the-job 
construction time and costs. 


Easy to install! Workmen slip 9-sash Flexivent group into High, sloping ceiling is enhanced by an ingenious arrange- 
place. Precision work by Andersen virtually eliminates costly ment of Flexivents. This type of room is often found in split-level 
callbacks for window adjustments! homes, needs special window treatment. 


Andersen \Windowalls 


TRADEMARK OF ANDERSEN CORPORATION 


ANDERSEN CORPORATION + BAYPORT, MINNESOTA 
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KEYLINE POULTRY NETTING. It’s so easy to stretch Keyline 
because extra line wires keep an even pull throughout the mesh. 
This netting with the “reverse twist” weave stays flat and smooth 
—goes up good and tight. Bottom hugs ground, top is straight. 
Mesh is heavily galvanized to resist wear and weather. Keyline 
comes in a variety of sizes, in 50 or 150-foot rolls. 


~~ 


mA 


a aa 
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The Only Fence Line that Sells on Sight 
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KEYSTONE BALER WIRE. Never a broken bale 
with this high quality uniform wire. Works well in 
any automatic baler. The wire is annealed to guar- 
antee correct softness. Perfectly coiled Keystone 
baler wire feeds evenly under the toughest baling 
conditions, Produced to A.S.A.E, standards, 











All-around Use... 


KEYSTONE NAILS. Keystone features a complete line of nails, in- 
cluding these specialties: Keystone Furring, Ring Shank, and Drive 
Screw nails. Galvanized finish, blued or cement-coated. Nails are 
packed in easy-to-handle 50-lb. or 100-lb. cartons. 


KEYSTONE STEEL & WIRE COMPANY ("“ronaz 
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Here's Helena Houser, one of 25,000,000 devotees of ALCOA THEATRE, 
NBC-TV, fascinated by exciting commercial Monday, Sept. 8, on modern 
aluminum sliding doors, aluminum combination doors with decorative 

rilles, aluminum awning-type windows, double-hung aluminum windows 
and many other aluminum building products...all made of Alcoa® Alum- 
inum, all Care-free. You can bet that Helena and hubby will head for 
the nearest dealer (probably you) first thing in the morning. Give 
her your socko sell. She'll be ready to buy. 
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| MORAL #1 


You can sell residential 
building products made of 
Alcoa Aluminum best when 
you stock them. 


(Set up your own aluminum products center 
using attractive Alcoa displays. See local 
Alcoa sales office.) 


MORAL #2 


Have fun watching ALCOA 
THEATRE yourself Monday, 
Sept. 8, when glamorous 
Jane Powell stars in "De- 
coy Duck," an absorbing 
tale of gems and intrigue 
wherein diamonds are not 
a girl's best friend. 


V ALCOA 





2) THEATRE 


ie 


MONDAY EVENING 
SEPTEMBER 8 


f., 


Jane Powell stars in “DECOY DUCK” 


Your Guide to 
the Best in 
Aluminum Value 


ALCOA &. 
ALUMINUM 


ALUMINUM COMPANY OF AMERICA 
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See ALCOA THEATRE on these NBC-TV Stations 


State 
ALABAMA 
Birmingham 
Mobile 
Montgomery 


ARIZONA 
Phoenix KVAR 
Tucson KVOA-TV 


WABT 
WALA-TV 
WSFA-TV 


ARKANSAS 
Little Rock 


CALIFORNIA 

Fresno KMJ-TV 
Los Angeles KRCA 
Sacramento KCRA-TV 
San Diego KFSD-TV 
San Francisco KRON-TV 


COLORADO 
Denver 


CONNECTICUT 
Hartford-New Britain WNBC-TV 


DISTRICT OF COLUMBIA 
Washington WRC-TV 


FLORIDA 
Jacksonville 
Miami 
Tampa 


GEORGIA 
Atlanta 
Columbus 
Savannah 


ILLINOIS 
Chicago 
Peoria 
Rockford 


INDIANA 
Evansville 
Fort Wayne 
Indianapolis 
Lafayette 


KARK-TV 


KOA-TV 


WFGA-TV 
WCKT 
WFLA-TV 


WSB-TV 
WIVM 
WSAV-TV 


WNBQ 
WEEK-TV 
WTvo 


WFIE-TV 
WKJG-TV 
WFBM-TV 
WFAM-TV 


Wed 


Muncie WLBC-TV 
F 


South Bend 


IOWA 

Davenport Wwoc-TV 

Des Moines WHO-TV 

Sioux City KTIV 

Waterloo- KWWL-TV 
Cedar Rapids 


KANSAS 
Great Bend 
Wichita 


KENTUCKY 
Louisville 


LOUISIANA 
Baton Rouge 
New Orleans 
Shreveport 


KCKT-TV 
KARD-TV 


WAVE-TV 


WBRZ 
WDSU-TV 
KSLA-TV 


MAINE 
Portland 


MARYLAND 
Baltimore 


MASSACHUSETTS 
Boston 
Springfield 


MICHIGAN 
Detroit 

Grand Rapids 
Lansing 


MINNESOTA 

Duluth WDSM-TV 
Rochester KROC-TV 
St. Paul-Minneapolis KSTP-TV 


MISSISSIPPI 
Jackson WLBT 


MISSOURI 
Kansas City 
St. Louis 
Springfield 


WCSH-TV 


WBAL-TV 


WBZ-TV 
WWLP-TV 


Wwwd-TV 
WOOD-TV 
WJIM-TV 


WDAF-TV 
KSD-TV 
KYTV 


ri 
WNDU-TV 


Station Channel Local Time 


13 
10 
12 


12 
4 


7:30-8 PM 


9:30-10 PM 


9:30-10 PM 


:30-10 PM 


delay 9 days 
49 8:30-9 PM 
delay 11 days 
46 8:30-9 PM 


8:30-9 PM 
10-10:30 PM 
Mon. 


9:30-10 PM 


State 
NEBRASKA 
Omaha 


NEW MEXICO 
Albuquerque 


NEW YORK 
Binghampton 
Buffalo 
New York City 
Plattsburgh- 
Burlington, Vt. 
Rochester 
Schenectady WRGB 
Syracuse WSYR-TV 
Utica WKTV 
Watertown-Carthage WCNY 


KMTV 


KOB-TV 


WINR-TV 
WBUF-TV 
WRCA-TV 


WPTZ 
WROC-TV 


NORTH CAROLINA 
Charlotte 

Raleigh 
Winston-Salem 


WSOC-TV 
WRAL-TV 
WSJS-TV 


NORTH DAKOTA 
Fargo WDAY-TV 


OHIO 
Cincinnati 
Cleveland 
Columbus 
Dayton 
Toledo 
Youngstown 


WLW-TV 
KYW-TV 
WLW-C 
WLW-D 
WSPD-TV 
WFMJ-TV 


OKLAHOMA 
Oklahoma City WKY-TV 
Tulsa KVOO-TV 


OREGON 
Portland KPTV 


PENNSYLVANIA 

Erie WICU-TV 
Johnstown WJAC-TV 
Lancaster WGAL-TV 
Philadelphia WRCV-TV 
Pittsburgh WIIC-TV 
Wilkes-Barre WBRE-TV 


RHODE ISLAND 
Providence WJAR-TV 
SOUTH CAROLINA 
Greenville WFBC-TV 
TENNESSEE 
Chattanooga 
Knoxville 
Memphis 
Nashville 


WRGP-TV 
WATE-TV 
WwMCcT 
WSM-TV 


TEXAS 

Austin KTBC 
Corpus Christi KRIS-TV 
KTSM-TV 
WBAP-TV 
KPRC-TV 
KDUB-TV 


El Paso 
Fort Worth 
Houston 
Lubbock 
San Antonio WOAI-TV 
UTAH 

Salt Lake City KTVT 


VIRGINIA 
Norfolk 
Richmond- 
Petersburg 
Roanoke 


WVEC-TV 


WXEX-TV 
WSLS-TV 


WASHINGTON 
Seattle 
Spokane 


KOMO-TV 
KHQ-TV 


WEST VIRGINIA 
Huntington 
Wheeling 


WSAZ-TV 
WITRF-TV 


WISCONSIN 
Madison 
Marinette 
Milwaukee 


WMTV 
WMBV-TV 
WTMJ-TV 
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Station Channel Local Time 


8:30-9 PM 


7:30-8 PM 


8:30-9 PM 
9:30-10 PM 
Sun. 


8:30-9 PM 


9:30-10 PM 


9:30-10 PM 


9:30-10 PM 
Sun. 
7:30-8 PM 
Tues. 
7:30-8 PM 
8:30-9 PM 
8:30-9 PM 
9:30-10 PM 


Sat. 
8:30-9 PM 
7:30-8 PM 


9:30-10 PM 
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In the span of only a half a century, aluminum has 
probably overtaken copper as the second most im- 
portant metal in the world on basis of tonnage and 
value of metals consumed by industry—and it is a 
healthy rival for the leader, iron. 

Aluminum is the third most abundant element on 
earth, surpassed only by oxygen and silicon. Al- 
though experiments with aluminum were begun in 
1807, it was not until almost the turn of the century 
that it could be produced in large quantities. 

Today these quantities are so large that, for the 
first time in their experience, basic aluminum pro- 
ducers are witnessing an excess of supply over de- 
mand. 

Is it any wonder that the Big Question—and thus 
the Big Challenge—for aluminum industry today is: 
“How can this overflowing capacity be sold in a 
manner which will bring enduring acceptance and 
market strength to aluminum?” 

In the light construction field, for which alumi- 
num is suited, the answer to the Big Challenge lies 
within the time-tested distribution system of lumber 
and building material dealers—the broad-line, mer- 
chandising dealers who have been singularly success- 
ful in the job of marketing lumber and building pro- 
ducts of every type and style. 

The Big Challenge for the aluminum industry also 
includes the challenge to develop new and superior 
products; the challenge to understand that enduring 
distribution demands market protection for the re- 
tailer and the challenge to establish quality standards 
and seals of approval. 


There is also the challenge to erase from the minds 
of dealers, builders and the public an admittedly 
negative attitude about aluminum, which resulted 
from inferior quality products in the early postwar 
period and the prevalence of certain high-pressure 
applicator-dealers. 

These, then, are the challenges for aluminum pro- 
ducers and manufacturers. With production some 
80,000 tons in excess of demand and with new com- 
petition entering the prime supply market as this is 
read, almost every man in the industry is engaged in 
an effort to transform aluminum products from a 
specialty to a staple building line with universal dis- 
tribution. A complete examination of meeting these 
challenges is told on the following pages. 

In this report, you will see the stature already at- 
tained by aluminum in building; you will look over 
the shoulders of researchers and designers to see the 
array of exciting construction ideas being transformed 
into reality; you will see how the aluminum fabrica- 
tors who sell through retail lumber dealers are the 
star performers of the industry; you will see through 
case examples how fellow dealers are successfully 
selling aluminum products. 

Challenge for dealers. The combination of creative 
research, growing plant capacity and an earnest de- 
sire to obtain stable, nation-wide distribution by the 
aluminum people is of weighty consequence to the 
retail lumber dealer industry. 

It may be the beginning of an entire new, broad 
“line” of building products in dealer distribution, tak- 
ing an equal place alongside lumber, gypsum ma- 
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terials, plastic laminates, hardware, 
paints and other basic lines of the 
modern one-stop building material 
yard and store. Whether for new home, 
commercial construction or home im- 
provement, there are aluminum prod- 
ucts which are fighting for public at- 
tention—and for your attention as a 
dealer. Many of these products have 
exceptionally high profit potential. 

This is indeed a challenge to you, 
the dealer, to know the plans and the 
progress of the aluminum industry— 
to lend an ear to the distribution op- 
portunities that a new and ambitious 
industry is offering today. 

There is little doubt that aluminum 
manufacturers need aggressive retailers 
and wholesalers. They repeatedly ex- 
pressed this desire to the editors pre- 
paring this issue. 

On the other hand, perhaps the 
growth story as documented on the 
following pages may well be a warning 
that if broad-line dealers do not accept 
the challenge of aluminum, a com- 
petitive distribution system will by 
necessity be created to do the job for 
aluminum in building. 

A challenge of greater consequence 
has never faced the retail lumber and 
building products industry. 

— The Editors 
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CHALLENGE 
OF | SECTION 1 


ALUMINUM 


ALUMINUM 
GROWTH 


RESEARCH AND PROMOTION 


in the building materials market 





Volume Rises 2!/2 Times 
Since 1952 


acon W ALUMINUM 
Ay Caefier nome 


CENTRALIZED DISPLAY of aluminum products in store of deal- 
er Byran Fox, Nortonville, Ky., boosted sales of each line. 
Other dealer displays are shown in Section 2 and Section 3 of 


this report. 
—Courtesy, Aluminum Company of America 
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“Recently when we put all our aluminum building prod- 
ucts together in one display space we were amazed at 
how many there were,” says C. Albert Stephan, vice- 
president, Peter Lumber Co., Philadelphia, Penna. “Our 
own personnel hadn’t realized we carried such an exten- 
sive aluminum line.” 

Stephan’s amazement was echoed by Bryan D. Fox, 
proprietor of Fox Lumber Co., Nortonville, Ky. He, too, 
recently gathered together all his aluminum products into 
a single display. “I certainly didn’t realize | had so many 
aluminum building products,” says Fox. 


Soaring volume, variety. Lumbermen Stephan and Fox 
have cause for amazement, for in the past decade both 
the variety and the volume of aluminum building prod- 
ucts have soared. 

In 1952, according to industry estimates, approximately 
441 million pounds of aluminum went into building prod- 
ucts. By 1955 this volume had more than doubled, to 900 
million pounds. In 1957 the volume had gone to more than 
one billion pounds. The outlook is for a total building 
products use of aluminum of more than 1.5 billion pounds 
by 1962 and 2.1 billion pounds by 1965. 


Customer preference changes. Take the case of the 
combination screen-storm door and window. These first 
were made of aluminum in 1935-36. Today the aluminum 
industry claims that over 90% of all storm sash sold are 
made of aluminum. The aluminum combination door and 
window industry is composed of about 200 manufacturers. 
About 90% of these sell K. D. parts to some 1,800 as- 
semblers. 

Last year aluminum combination door and window 
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Estimated Growth 
(Past and Future) of 
Aluminum Building Products 


Estimates in millions of pounds 

by leading aluminum producers 

1952 1957 1960 1962 
Combination doors and windows 115 = 123 151 165 
Farm roofing 82 76 85 91 
Residential siding 10 50 64 100 
Residential prime windows 35 46 52 55 
Awnings and canopies 7 40 52 82 
Builders hardware 10 30 40 44 
Screening 12 25 28 29 
Rain-carrying equipment 12 19 32 35 
Foil insulation 7 8 12 13 
Nails 3 8 11 12 

1955 1965 % up 

Total demand for all architectural 
and building uses of aluminum 900 2,100 132% up 











manufacturers produced and sold over 10 million win- 
dows and 3 million doors. This is currently the biggest sin- 
gle residential use for aluminum, totaling $250 million this 
year. 

Aluminum industry spokesmen estimate that the average 
new home today has about 40 pounds of the metal in some 
form or other; 30 years ago the average house had no 
aluminum. The current goal is to boost aluminum’s use in 
the average house to 1,000 pounds. There are enough 
tested aluminum products to achieve this goal now; the 
major problem is adequate national distribution to the 
light construction field which demands the use of estab- 
lished building material wholesalers and retailers, as dis- 
cussed in Section 2 of this report. 

According to a survey of 2,422 new homes built in a re- 
cent 12-month period by 152 contractors, two-thirds of 
them used aluminum hardware. aluminum screens and 
aluminum combination doors and windows. 

The more expensive the home, the greater the use of 
aluminum specialties such as sliding glass doors, hard- 
ware, insulation, shower enclosures, garage doors and 
jalousies. To date, it is the large tract builder who will 
use prime aluminum windows, and these tend to be the 
low-end price lines. Among the specialties there is a 
growing trend toward low-price sliding glass door units, 
designed specifically for the mass-builder market. 


Regions. Aluminum growth is definitely a matter of geog- 
raphy. Recent product-use studies reveal that, in general, 
the best builder acceptance of aluminum products is in the 
south. Aluminum prime windows, glass doors, hardware, 
shower and tub enclosures seem to fare best among build- 
ers in the south and west. Aluminum siding, garage doors 
and jalousies definitely go best in the south. Aluminum gut- 
ter, flashing and combination doors and windows enjoy 
their best sale in the north. 


Big farm market. Aluminum is a natural for farm ap- 
plication and in this area the lumberyard has already 
been firmly established as an aluminum product mer- 
chant. To help dealers sell the farm building buyer, 
aluminum producers are pushing ahead with programs 
promoting improved, low-cost farm structures. All three of 
the major prime producers—Kaiser, Reynolds and Alcoa 
—are active in promoting aluminum’s use On the farm. 

Turn the page for growth figures on specific alumi- 
num building products. 
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ALUMINUM USED IN 
AVERAGE NEW HOME 


Producers’ 
Goal 


1000 Ibs. 























RAIN-CARRYING equipment sales have 
boomed since improved joining methods 
introduced after World War Il. Display 
with how-to-do-it literature above at 
Nickerson Lumber Co., Orleans, Mass. 


AWNINGS and canopies of aluminum 


introduced in 1930's and are major 
specialty item today. ‘“‘In-use’’ store 
display above at Forest City Material 
Co., Cleveland, Ohio. 


—Courte:y, Nichols Wire & Alum. Co. 


WIDE VARIETY of aluminum nails is sug- 
gested by the many types and sizes 
shown here, all offered by one manufac- 
turer. Nail sales are keyed to lumber- 
yard distribution. 
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SCREENS AND SCREENING first used in 
1913-14. Sales were poor prior to 1945, 
but today it is a popular dealer line. 
Merchandiser above is at Lyons Lumber 
Co., Clinton, la. 


FARM ROOFING got an unfortunate push 
during postwar shortage when surplus 
aircraft aluminum sheets were used. 
Producers now backup quality with cash 
guarantee. Scene above at Lutterbein 
Lumber, Edgerton, Ohio. 


—Courtesy, Reynolds Metals Co. 
THRESHOLDS now used for large per- 
centage of exterior door residential in- 
stallations. Dealers sell thresholds in 
self-service racks, enjoy good markup. 


REFLECTIVE INSULATION, introduced in 
1930's, suffered setback during World 
War Il. Today, 100 manufacturers of 
home insulation use aluminum. Demon- 
stration above at Wright-Bachman Lum- 
ber, Indianapolis. 





JALOUSIES and combination doors are 
among fast-growing aluminum home 
items. Display above is in suburban 
store of Erb Lumber Co., Royal Oak, 
Mich. Jalousies are ‘‘catching on" in 
north. 


HOUSE SIDING appeared in 1928 but 
didn’t catch on. This year, siding will 
gross $110 million sales; big gains pre- 
dicted. Above is pre-painted Inselum 
type combining aluminum backed up by 
2” asphalt impregnated sheathing. 
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(Steet) = ALUMINUM 


SLIDING Uindows 





ALUMINUM PRIME WINDOWS were introduced around 1930. Market FRAMELESS SCREENS are a worthwhile 
this year is estimated at $150 million, or about 24% of entire window item for many lumberyards, here dis- 
market. Bulk of this is for commercial building, but dealers such as Rosen- played in a self-service rack, complete 
thal Lumber & Fuel Co., Crystal Lake, Ill., display for home sales, as shown with demonstration sample and litera- 
above. (For more prime window data, see page 112 this issue). ture. 


Aluminum Everywhere 


Its Growth as told in Pictures 


f AR BILT- We case 


—Courtesy, Kaiser Aluminum & Chem. Sales Inc 


Aluminum Makes Big Strides on the Farm 


The rural lumberyard is an important aluminum Sandusky, Ohio, gave a big push to farm sales with 
merchant. For example, Erie County Lumber Co., special “Aluminum Building Products Day” as pic- 
tured left above. 

Farm animals are kept cooler under aluminum- 
sheated buildings, it is said, enabling cows pictured 
above near Beaver Crossing, Nebr., to produce more 
butterfat. The aluminum-pole shelter was sold by Yost 
Lumber Co., Milford, Nebr. 

New farm building at left is made of aluminum 
struts supporting a translucent vinyl-clad nylon en- 
velope. For permanent or temporary use, device 

SEIT costs as little as $1.50 per square foot, erected in 
eight man hours, says maker. 
—Courtesy, Capitol Products Corp. be 
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THE 
CHALLENGE 
OF 
ALUMINUM 


SECTION 1 — PART 2 


MERCHANDISING 


-- Key To Aluminum 's Progress 


—Courtesy Aluminum Company of America 


DEAN MORGENSEN, Morgensen Lumber Co., Oklahoma City, Okla., uses his Alumi- 


num Merchandising Center to complete a sale. 


—Courtesy, Aluminum Company of America 


TELEVISION SELLS ALUMINUM for many uses, including building products; here's a 
scene during the making of a recent ‘Alcoa Hour’’ telecast, seen by millions. 
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The aluminum industry is an old 
hand at developing new markets. Ev- 
ery market in which aluminum is used 
today was developed the hard way: 
first, by personal selling, later by mass 
selling. 

Remember that in 1886 the only 
things made of aluminum were a 
few very expensive pieces of novelty 
jewelry. That was the year the elec- 
trolytic reduction of aluminum was 
discovered. Aluminum had no market, 
for nobody knew what the metal 
would do for them. 

Period of individual selling. A very 
few aluminum building products were 
experimented with before 1900 and 
a few more came along in the 1920’s. 
It was during the depression years of 
the 1930’s that men first began to 
create building products from alumi- 
num and sell them in any volume. This 
was the development period of alumi- 
num combination doors and windows, 
thresholds, reflective insulation, awn- 
ings and canopies, gutter and siding. 
The volume of sales built up for these 
products was done largely by person- 
al selling, unit-by-unit, at high selling 
cost. 

World War II effectively put a stop 
to such peaceful developments and 
they weren't taken up again until 
1945. The Korean conflict stopped 
them again and it has been within 
only the last few years that aluminum 
producers began to think seriously of 
giving to aluminum building products 
the selling know-how at which they 
are so expert. Up to this point alumi- 
num in building grew in more or less 
haphazard fashion. 

Mass production selling. Now the 
story changes. Over the years the 
aluminum industry became one of the 
nation’s largest advertisers; advertis- 
ing is simply another name for mass 
production selling. Instead of spend- 
ing, say, $10 to reach and sell a single 
customer, advertising makes it possi- 
ble to reach and sell a million custom- 
ers for a few pennies each. 

This year the aluminum industry is 
doing exactly that for aluminum 
building products. The estimated total 
advertising investment of the alumi- 
num industry this year is $25 million. 
Nearly 20% of this is being directed 
straight at the sales prospects of alu- 
minum building products. 

Employing some of the most skilled 
advertising men in the world, the alu- 
minum industry is putting to work all 
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available tools of mass persuasion in 
behalf of developing their market in 
the building field, especially in home 
building. The results of their work are 
being felt in every building job and 
will change the complexion of con- 
struction America. 

Television. The most dramatic of 
mass persuasion media today is tele- 
vision. It sells because the customer 
can see the product for himself as 
well as hear about it and read about 
it. The aluminum producers are big 
television users—for example, Alcoa 
with the hour-long Alcoa Theater 
drama, Reynolds Metals with the hour- 
long Disneyland family show, and 
Kaiser with Maverick, an hour-long 
“adult” western. Each of these pro- 
grams and their accompanying com- 
mercials are seen each week by more 
sales prospects for aluminum building 
products than individual salesmen 
could interview in many lifetimes. 

National magazines. Aluminum pro- 
ducers also are using national maga- 
zines with circulations in the millions 
to bring their selling messages to cus- 
tomers for aluminum building prod- 
ucts. Four-color ads published to co- 
incide with the selling season for indi- 
vidual building products pay off for 
local sellers in increased consumer in- 
terest and added awareness of the 
benefits to be had from purchase of 
these products. 


BUILDING PRODUCTS MERCHANDISER 


43 ALUMINUM PRODUCTS gathered together in this merchandising center designed 
for a lumber dealer's store create customer attention because of the unusual method 
of presenting them. This is Alcoa's concept of a lumber dealer's aluminum merchandis- 


ing center. 


Spot radio. Spot radio announce- 
ments are being used in the major 
building market areas of the U. S. to 
tell the public the advantages of alu- 
minum siding, insulation, screening, 
combination doors and windows, awn- 
ings, fasteners and other aluminum 
building products. Spot radio an- 
nouncements are very flexible; the 
aluminum industry is using them to 
direct interested customers to local 
supply sources as well as to arouse 
basic interest in these products. 


Individualized advertising. To en- 
able individual local sellers to relate 
themselves closely to national adver- 
tising, each of the major aluminum 
producing companies makes available 
all the tools needed by a lumber deal- 
er to promote aluminum building 
products strongly. All this is in addi- 
tion to what individual aluminum fab- 
ricators are doing in behalf of their 
specific aluminum building products. 


Alcoa’s program. The Aluminum 
Company of America ties its national 
advertising strongly to the local dealer 
through an in-store display, the Alu- 
minum Merchandising Center. Into 
this display a dealer brings all his alu- 
minum building products, tying them 
into the customer benefits mentioned 
on TV, radio and in national maga- 
zines. 


The large sign at the top of the 
Center display identifies the dealer 
with Alcoa’s promotion of “Care- 
free” aluminum building products. 
The Center provides a silent salesman 
for the complete line of aluminum 
building products displayed there. 
Signs and plans for the Center are 
furnished free of charge. 

A product tag identifying each 
product made of Alcoa aluminum by 
more than 1,000 fabricators likewise 
relates the national advertising and 
promotion directly to the individual 
sale. Display “mobiles” are available 
for store use. Complete lines of prod- 
uct literature for hand-out and mail- 
ing also are supplied. 

A great deal of effort is made by 
Alcoa to promote the building prod- 
ucts made of aluminum by its fabrica- 
tor-customers. Such products as alu- 
minum foil-covered insulation and 
residential siding are given the benefit 
of the firm’s million-dollar advertis- 
ing investment, plus bulletins, signs, 
mailing pieces and all the other tools 
of promotional selling. 


Reynolds program. Reynolds Met- 
als’ sales program is closely tied to 
certain products, some of them made 
by Reynolds, some by fabricator-cus- 
tomers of Reynolds. These include 
aluminum farm roofing and siding, 


(continued on next page) 
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residential shingles and, in behalf of 
fabricators, aluminum awnings and 
canopies and other items. 

Reynolds’ approach to the farm 
roofing market is unusual. Not only 
does the firm stress its guarantee of 
its roofing sheet, but it also guaran- 
tees a lifetime value of at least 10¢ 
per pound, or about $3 per square, on 
all its farm roofing and siding. This 
guarantee says the company will re- 
purchase at any time all farm roofing 
sheet bearing the company’s identifi- 
cation stamp. 

So seriously does Reynolds take 
this guarantee that a special liability 
account is maintained in the corpora- 
tion’s books for this item. Reynolds 
claims an owner can even borrow 
money on the guarantee! 

Reynolds will send an installation 
supervisor to direct workmen on a 
dealer's first residential aluminum 
shingle job, with his travel expenses 
paid by the distributor and his other 
expenses paid by Reynolds. 

The Reynolds aluminum awning 
program is unusual, too. The sale of 
these items is being promoted this 
year in 6,600 grocery stores, in con- 
nection with special displays there of 
Reynolds Wrap, the firm’s household 
foil. Sales messages about aluminum 
awnings were imprinted this spring on 
about 40 million packages of Reyn- 
olds Wrap which were sold during the 
summer months. 

Similar sales building programs are 
being pushed at Reynolds in behalf of 


FARM SALES are boosted by dealer 
training meetings like this one at Fre- 
mont, Nebr., sponsored by Nebraska 
Lumber Merchants Association and ad- 
dressed by farm sales experts of Kaiser 
Aluminum. Subject was the sale of farm 
building ‘‘packages’’. 


aluminum rain carrying equipment 
and foil-wrapped insulation. 

“Our goal is to have every piece of 
bulk insulation used in construction 
wrapped in foil,” says M. C. Morri- 
son, a Reynolds sales manager. “We 
figure that six inches of bulk insula- 
tion has no more insulating efficiency 
than three inches wrapped in foil.” 


Kaiser’s program. Kaiser Alumi- 
num & Chemical Sales, Inc., in addi- 
tion to its TV program, is devoting 
much attention to helping its dealers 


K very opening 


sell, especially in the farm market. 
Aluminum roofing for farm buildings 
is being promoted by this firm in 
many ways. 

An open house for dealers and 
their customers, based on the theme, 
“Farm Roofing Days”, with Kaiser 
personnel present to answer questions, 
is a big sales builder. In addition, 
Kaiser farm experts help lumber deal- 
ers put on pole building clinics to in- 
struct farmers in the details of erect- 
ing these inexpensive structures. The 
idea is that aluminum farm roofing 
is a good material with which to 
sheathe inexpensive buildings. 

Coupled with these are various 
mailing pieces; a roofing and siding 
guide, a free farm building plan serv- 
ice, a farm plan sales center which a 
dealer sets up in his store, plus ad 
mats, radio scripts, banners and signs. 

Kaiser contributes $25 toward the 
ad in which a dealer announces him- 
self as an authorized Kaiser dealer for 
aluminum farm roofing. Kaiser has 
announced an on-the-spot replace- 
ment policy by which a dealer can 
make an immediate replacement up 
to $50 value if any roofing proves de- 
fective; no prior inspection by a Kais- 
er representative is necessary and 
Kaiser pays the replacement cost. 

The “Maverick” TV show is being 
used, also, to promote the products of 
Kaiser fabricator-customers. These in- 
clude residential prime windows, slid- 
ing glass doors, aluminum siding, awn- 
ings, and storm windows and doors. 








in every house 


is an opening 








for 
SCHUMACHER 
Sales! 














ime 
Every door in every house can be 
converted to a sale when you're carrying 
Schumacher! Aluminum combination doors 
...Wood combination doors and jalousie 
doors in Douglas fir or Ponderosa pine. 
Quality all the way in every one! 


Basement Window Sales 


/ For basement windows, sell the new Schumacher 
prime aluminum basement window. Quality-built 
the Schumacher way... available in three 
sizes to fit standard openings. Storm sash and 
screen available. 


I’. E.Schumacher Co. 


Get Complete Fr NJ 
es ayy F. E. SCHUMACHER CO., HARTVILLE, OHIO 
. Coupon Gentlemen: 
Schumacher “Thermo-master” aluminum _ jop,y: Please send complete information on [) Schumacher 
combination windows set a new standard na eat 
for craftsmanship and performance... . ool 
and Schumacher’s “Easy Inventory” plan 


saves you time and trouble. 


One Source 
Buying Saves 
/You Money! 











company 
address 


city. zone ____ state 
a _— oo * 
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BUILDING PRODUCTS MERCHANDISER 


DEALERS: 


The New Wareco Awning window increases 
your profit . . . lets you meet competition 
successfully. 


* The economy-priced Wareco comes to you 
factory-cartoned, glazed and complete with screens, 
if you desire. 


* Saves extra packing costs for reshipment or 
local deliveries. 


* Reduces warehouse handling and inventory 
problems. 


* You make higher unit sales, more profit. 


om FACTORY 
DISTRIBUTION 
POINTS 


2 to back you up with fast delivery, 


Ow. 
tcon 0 Walt ag 








WareRite and 








Ware Awning Projected 


NEW 
WARE 


awning window 
combines quality with 
Surprising economy! 








YOU CAN OFFER BUILDERS: 


* Protection against damage in transit and on 
the job-site. 

*x A glazed unit which has more sales appeal— 
assures quality standards, and eliminates expen- 
sive field glazing. 

* Economy-pricing plus QUALITY FEATURES 
proven by 12 years’ experience manufacturing 
aluminum awning windows. 


* Meets all AWMA and FHA specs. 


* Factory cleaned, etched and lacquered without 
extra cost. 


* Structural strength. Minimum ventilator depth 
is 1", frame depth 1%’. 


SEND COUPON TODAY for complete details 


eee ee 


Dept. AL-9 


WARE LABORATORIES, Inc. 
3700 N.W. 25th St., Miami, Fla. 


Please rush me facts on the new WARECO 
Aluminum Awning Window. 


Company............ 3 EET 
Casements Street. eo ererrrrerer titer 
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f B RS + BELAIR ‘MARY AN 
Te “Stamvans” of Luovaine 
Beauty Trove He Bees 





Shipped and sold completely knocked 
down in 3” x 3” box. Available in 
3’-4’-5’ lengths. Eight foot flat and cor- 
ner Columns with scroll Also Available. 


patent pending 


Check these reasons you too, should 
be reaping profits. 


© Year ‘Round Sales 
High Mark-ups 
Free Sale Aids 
No Inventory-Space Problem 


For ‘‘Do-It-Yourself'’ trade or Your Own 
Installation 


Adjustable! For Level or Stair Installa- 
tions 


Write Today 


te ee 


| ro; ELITE FABRICATORS 


Dept. D-7-A 

| Bel Air, Maryland 

Gentiemen: Please send me the sales story on 
| ‘*Adjusto-Ease'’ Decorative Iron and ‘‘Home- 
craft'’ Aluminum Rail 

| Nome. 

| Address. eenteesijipemettn 

|  —= 
Jobber_ 


ecsaqean 


Zone_ State 








| Merchandising at its best. . . 


Packaged Aluminum Nails 


In 1931 a test panel was erected at 
New Kensington, Penna., which was 
destined to change the construction 
practices of countless builders and 
provide a sales opportunity for every 
lumber and building material in the 
country. 

This was the first test to which alu- 
minum nails were subjected. Today, 
those aluminum nails are still in excel- 
lent condition. 

But the real growth in aluminum 
nails dates back not 27 years, but only 
to 1946 when merchandising was ap- 
plied to mass production. The contri- 
bution of the aluminum nail to the 
growth of the entire aluminum indus- 
try in building has been nothing less 
than phenomenal and it has all 
been keyed to dealer distribution. 

In 1946 steel was available mainly 
through gray-market channels or at 
substantial premiums; not so with alu- 
minum. As a result, Frank R. Nichols, 
the youthful president of Nichols 
Wire & Steel Co., Davenport, Iowa, 
made a close study of aluminum’s po- 
tential for his manufacturing plant. 
After consultation with the research 
laboratories of the Aluminum Com- 
pany of America, a new alloy (61S) 
with high strength and resistance to 
attack by corrosion was chosen for 
Nichols’ entry into aluminum nail pro- 
duction. 

In the space of several months the 
Nichols company was shipping car- 
loads of roofing, plaster-board and 
common aluminum nails. The majori- 
ty of these were sold as a substitute at 
that time; but Nichols began laying 
the groundwork which would enable 
aluminum nails to survive after the 
shortage years. Emphasis was put on 
aluminum nails which offered advan- 
tages because of rustproof qualities in 
exposed nailing. 

The price of aluminum, even taking 
the weight differential into account, 
commanded a moderate premium 
over steel. But for special applications 
such as wood siding the economics 
were on the side of aluminum, ac- 
cording to Nichols. Labor costs in 
countersinking and puttying and elim- 
ination of premature repainting to 





Parade of Nails 

The aluminum industry's ever-widen- 
ing array of new products is often led 
by its nail production. For example, 
a new type of threaded aluminum roof- 
ing nail with a neoprene washer at- 
tached is now available from Kaiser 
Aluminum & Chemical Sales, Inc., with 
an extra large 2” inch head embossed 
in a diamond pattern to match Kaiser's 
new Diamond-Rib roofing and siding 
for residential, commercial and farm 
buildings. 
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Courtesy, Nichols Wire & Aluminum Co. 


EVOLUTION OF NAIL PACKAGING from 
keg to colorful branded cans has played 
a major role in growth of dealer nail 
sales and as aid in overall growth of 
aluminum building products. 


cover rust put aluminum into compe- 
tition. Asbestos siding nails and cedar 
shake nails were similar special appli- 
cations. With the development of the 
aluminum roofing sheet, aluminum 
nails assembled with weatherproof, 
neoprene sealing washers, became a 
demand item. 

In 1948 Nichols changed its name 
to include the word “aluminum” and 
began its nail merchandising program 
which was destined to make the nail- 
keg as obsolete as the cracker barrel. 
The switch from wood kegs to card- 
board cartons was made that year and 
is now universal. 

Retail packaging. The main objec- 
tion which the Nichols salesmen en- 
countered when they attempted to 
acquaint the average dealer with the 
merchandising possibilities of alumi- 
num nails was weight. For years 
people had purchased nails by weight 
and to the layman 10 Ibs. of alu- 
minum nails were no different than 10 
Ibs. of steel nails. While the dealer 
might know that there were approx- 
imately three times as many alumi- 
num nails in a pound as there were 
steel nails, his clerks frequently were 
not aware of this situation. Often they 
would only offer apologies for the 
seemingly high price per pound which 
they were forced to charge for alu- 
minum nails. This led to the basic 
question: “Nails are driven by the 
piece; why not sell them by the 
piece?” 

After six months computing cover- 
age tables and solving packaging 
problems, in 1949 Nichols announced 
a complete line of aluminum nails 
“packaged for the job.” Display racks 
for dealers were designed, new litera- 
ture made available, an advertising 
program launched all with im- 
mediate success. 

Each of these packages contained a 

(continued on page 167A) 
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IMPORTANT NEW: 


Announcing Nicholson 
Hacksaw Blades 








Companion products to 


When a company with brand acceptance like Nicholson comes out with a new—and 
related — product, that’s exciting news for dealers. 


That's just what the news about Nicholson Hacksaw Blades is—exciting! Now 
available through selected Hardware Wholesalers, these blades offer your customers 
the kind of quality they get in Nicholson or Black Diamond files. They offer you the 
same kind of steady profit as Nicholson-made files. 


They’re available now—in smart new packages with built-in merchandising. 
We’re telling your customers about them in the pages of The Saturday Evening Post 
and other leading national magazines. 


We'll be telling you more about these new products in this publication. No 
doubt your wholesaler will be in to give you additional interesting facts. In the 
meantime, why not be among the first to order this profitable new Nicholson product! 


sitio, NICHOLSON FILE COMPAI 


U.S.A PROVIDENCE, R.I. 


(In Canada: Nicholson File Company of Canada Ltd., Port Hope, Ontario) 
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new concept in 
BUILDING MATERIALS 


Panelfab Products, Inc., pioneer manufacturer 

of stressed skin structural sandwich building 
panels, is pleased to announce a complete line of 

home improvement building materials for sale 
through retail lumber dealers. Using three basic 
components available in modular sizes, plus 

filler to fit any need, your customer can 

himself design and even erect the complete 

structure from factory fabricated sections, 

inherently insulated and completely finished 

inside and out, and delivered to the job ready 

to install. All sections are interchangeable for any 
desired arrangement and they assemble without nuts, 
bolts or screws. Installation is readily accomplished 
by unskilled labor and most additions can be finished in 
less than 24 working hours after foundation is complete. 


Use Panelfab display samples that show your 
customer exactly what his finished addition will 
look like. Minimum stocking and storage prob- 
lems, too; although Panelfab panels come in an 
unusual variety of facings, finishes and textures, 
you can stock ao minimum quantity of standard 
components to fill most needs and order special 
facings for immediate delivery from factory. Here 
are some of the choices in completely prefabri- 
cated sections 

Choice of jalousie, awning and picture windows 
or screen panels. 

Choice of flush doors—solid or any arrangement 
of lites, jalousie doors or screen doors 

Choice of natural aluminum or colors inside or 
out. Inside, choose wall and roof sections in 
textured vinyls or photo laminates of wood grain. 
Or choose screen sections for walls and roof. 


EASY TO SELL 
.. . FAST! 


WINDOW SECTIONS 
DOOR SECTIONS 
SOLID SECTIONS 


Your customer can enclose an existing porch or 
carport, add a delightful screened patio, or build 
a complete building. Just sell him the sections 
he needs! Best of all, he can always enlarge, 
change, add to or relocate any Panelfab structure 
* Florida Room, Den or Extra Bedroom * Enclose 
existing Carport or Porch * Screen in Pool or 
Patio area * Add a Carport or Patio Awning 
(with screened sides if desired) * Have a Four- 
Wall, Free Standing Screen Room * Or erect a 
Complete Building . . . Vacation House, Storage 
Room, Garage, Sales Office or Utility Building. 
Use Panelfab Sections for Interior Partitions, too! 


AND LOOK WHAT 
CAN BE BUILT 


With Panelfab there's never any pricing problem 
because there are no component variables for 
error. This is truly a field in which it's easy to 
make money because there's little or no real 
competition. And remember, installation is a 
breeze! Panelfab's patented interlock joins sec- 
tions in a vise-like grip without nuts, bolts or 
screws . . provides shelter that’s completely 
expandable, completely portable, yet constructed 
to withstand the most extreme conditions of wind 
and weather! 


EASY TO PRICE 
. . and PROFIT! 


For complete information and name of our representative in 
your area, WRITE, WIRE OR PHONE: 


PANELFAB PRODUCTS, INC. 


2030 N.E. 146th Street * North Miami, Florida * Wilson 5-1411 


Circle No. 39 on Coupon, page 168 


Courtesy, Daryl Products Corp 


THREE ROOMS facing the patio of this recently completed Flori- 
da house open the rooms to outdoors through sliding glass 
doors. Note at center the unusual breakfast bar-kitchen ar- 
rangement; sliding glass doors permit outdoor access here in 
fine weather. 


Glass Doors Everywhere; 
Builders Merchandise ‘Em 


The aluminum’s industry merchandising of | sliding 
glass doors has resulted in these units being among the 
fastest-growing products in the residential field. 

Home building contractors and residential architects 
believe that sliding glass doors stand first among the extra 
features asked for by the home prospect. This was re- 
ported in a recent survey conducted by Joseph Morgan- 
stein, head of an aluminum building products manufactur- 
ing firm. 

In the mode. The “ultimate” for sliding glass doors is a 
house built in Florida with a sliding unit in every room. 
As viewed above they are used in exterior walls to provide 
entry to patio area from living room, dining room and 
guest room. In addition, the breakfast bar is separated 
from the patio area by sliding glass doors. This provides 
facilities for outdoor dining. 

Bedrooms are also equipped with sliding glass doors, 
opening onto garden and terrace. Even the bathroom has 
its sliding units opening into a private garden area. 

The trend is toward low-cost sliding glass doors for the 
tract builder market. For example, Daryl Products Corp., 
whose doors are used for the unique house described 
above, will introduce a new line at the NRLDA Exposition 
in November which is claimed to be an “all-time” low in 
dealer-contractor price. 


IN BATHROOM 
sliding glass doors 
provide an unusual 
touch, with the 
back wall of the 
shower sliding 
away to open onto 
private garden. 
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Front displays oar a DU 
Storm Window and Jalousie. eT ni 
Orelaaleliarelarelaim 8lelels Wie fl 
is at rear of display PL va 
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Proved profit-maker... the easiest line to sell. 


So many more advantages it practically sells itself! 


This hard-working display sets you up for profits in a big way—in little 
space! Once your customers “eye” Tek-Bilt's many product advantages, 
they buy Tek-Bilt. You don’t miss a sale! Better ways to display and sell 
are only part of Tek-Bilt’s unique Profit Plan—a completely integrated TEK-BILT, Route 17, Hackensack, N. J. 
sales-marketing-advertising plan created exclusively for building supply 
dealers. Get the full story—and get in on this profit-proved plan—by 

: talking with your Tek-Bilt distributor now. Or just fill in 

and mail the convenient coupon. 


Send full Profit Plan facts, without obligation. 
Company: 


Address 
* Aluminum Combination windows, 


doors and jalousies City: 


Individual 


TEK -BILT, Route 17, Hackensack, N.J., HUbbard 9-9550 
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* Wood-Rimmed Jalousie doors 





~We have an 
Aluminum 
Supermarket’ 


in 48 square feet!” 


ALCOA MERCHANDISING CENTER 
ENDS DISPLAY PROBLEM, LETS 
CUSTOMERS SELL THEMSELVES 


In just 48 square feet of space, the new Alcoa Mer- 
chandising Center in the Morgensen Lumber Company, 
Oklahoma City, Okla., solves a once hopeless display 
problem, saves time on sales and builds new volume for 
aluminum building products. 


Mr. Dean Morgensen, partner in the firm, explains the 
value of the Alcoa Merchandising Center this way: 


“Customers have to see the product today before 
they can be sold. Our experience shows this to be the 


“CONCENTRATING ALL PRODUCTS in one area 
makes sales mushroom,” says Mr. Morgensen. “‘The buyer 
who comes in for one item discovers other building products 
of aluminum that he can use, such as clapboard siding—and 
he remembers where he can get these aluminum products.”’ 


64 


best and easiest way to show our aluminum items. 
Now that people can actually ‘get the feel’ of prod- 
ucts, they sell themselves without even waiting for a 
salesman. 


“Almost every customer—builder, contractor or home- 
owner— who enters the store spends some time in the 
Alcoa Center. Besides creating immediate sales, we’re 
building interest that will pay off later on when spe- 
cific needs arise.” 


Alcoa will provide you with plans tailored to your space 
for building your own Alcoa Merchandising Center, sup- 
ply you with the nationally known Alcoa® Aluminum 
sign and a complete package of promotion aids. Use the 
coupon provided to get full information and personal 
help in getting your center started. 


WHEN CUSTOMERS CAN SEE howaluminum prod- 
ucts, such as storm doors and windows will look installed and 
how they operate, the sale is as good as made—particularly 
when items carry the Alcoa label, America’s fastest growing 
symbol of aluminum value. 
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WHAT THE MERCHANDISING CENTER 
IS AND HOW IT WORKS FOR YOU 


The Alcoa Merchandising Center is a display space de- 
signed to consolidate all of the aluminum building 
products you sell. Alega gives you the plans, tailored to 
suit your showroom; you build the center and make it 
your headquarters for such items as storm doors and 
windows, prime windows, foil-surfaced insulation, alu- 
minum screens and screening, hardware, clapboard sid- 
ing, paint, nails and all the other products typical of the 
big swing to aluminum. Here’s the market-tested way to 
show and sell Care-free building products of aluminum. 


FOR ALL THE FACTS 


on the Alcoa Merchandising Center, tailor-made to help 
you build profits on the big move to aluminum building 
products, fill in this coupon and mail it today! 


BUILDING PRODUCTS MERCHANDISER 


FOR MORE 
INFORMATION 
TURN PAGE 


ALCOA THEATRE 


Fine Entertainment 
Alternate Monday Evenings 


ALU AINU AA 


mitt PRODUCTS 


Aluminum Company of America 
1971-J Alcoa Building 
Pittsburgh 19, Pennsylvania 


Please send me the facts about an Alcoa Merchandising 
Center to show and sell aluminum building products. 


Name 


Address 
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more Profit Power 
for you...in Alcoa Aluminum 
are-free products 


The trend’s to aluminum... and Alcoa Care-free products 
are setting the pace in this revolution of American build- 
ing practices! Hard-hitting advertising campaigns in 
newspapers, magazines, on radio and television have sold 
the nation on Care-free living . . . in homes that are hand- 


ALCOA ALUMINUM GUTTERS AND DOWNSPOUTS 


Corrosion-resistant, maintenance-free Alcoa Aluminum Gutters 
and Downspouts are a revelation to the industry! Fully 20 per 
cent thicker than other ready-made metal systems, they’re 
sturdy enough to lean a ladder against . . . yet go up fast and 
easy because of aluminum’s light weight and convenient 16-ft 
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some, yet simple to care for, because they’re made with 
Alcoa® Aluminum building parts that never need paint- 
ing. ‘Architects, builders and contractors, too, have en- 
dorsed the Care-free idea in ever-increasing applications 
of aluminum. It all means more profits to you! 


lengths. Free-floating hanger systems permit expansion and 
contraction. Joints are riveted and sealed with Alcoa Gutter 
Seal to assure watertight connections. No nail protrusions mar 
appearance. Precision formed to \%-in. tolerances with one- 
third fewer joints, they install at competitive costs. 
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USE YOUR ALCOA MERCHANDISING CENTER 


Customized Alcoa Merchandising Centers give you a central showplace 
for Care-free products like those on these pages, plus storm doors and 
windows, aluminum screening, siding, paint and many other items 
made by Alcoa customer-fabricators. Plan your Merchandising Center 
now (see coupon, preceding page), and plan to stock it with fast-selling, 
profit-making, Care-free building products made of Alcoa Aluminum. 








ALCOA ALUMINUM EAVE FASCIA STRIP 


Gutters or downspouts can be eliminated in homes of contemporary 
design by substituting Alcoa Aluminum Eave Fascia Strip. Diffusing 
slots break up water flow in the heaviest downpours to halt ground 
erosion and end wall splatter. Weather damage is minimized by its 
excellent corrosion-resistant qualities. 


ALCOA ALUMINUM 
NAILS AND FASTENERS 


Puttying and countersinking are 
never needed with corrosion-re- 
sistant Alcoa Aluminum Nails and 
Fasteners. Expensive touching-up 
is eliminated. Nails have true 
heads and sharp points for ex- 
cellent driving qualities. 


ALCOA ALUMINUM 

ROLL VALLEY 

Weathertight, fire suppressive and 
fireproof, it gives lifetime protec- 
tion to all types of roofs. Painting 
is never required. Sold in 50-ft 
rolls for easy handling. 
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ALCOA ALUMINUM FLASHING 


Simple and speedy to apply in continuous or step 
chimney applications. Completely watertight, corrosion 
resistant; can’t stain masonry or adjacent roof areas. 


ALCOA ALUMINUM THRESHOLDS 


Smartly attractive, Alcoa Aluminum Thresholds take 
endless scuffing, never warp, rot or deteriorate. Painting 
and other maintenance are eliminated. Extruded design 
gives extra strength. 
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ALCOA ALUMINUM BREATHER VENT STRIP 


Extruded Alcoa Aluminum Breather Vent Strip provides 
full aeration for the entire roof through slotted per- 
forations. Installation is simply a matter of nailing the 
breather vent to the rafters, directly against the fascia 
board. No maintenance is needed. 


; ALCOA 


fom A 


Cotatlue Home 


For free, complete data 
sheets on these and other 
Alcoa-produced items 
for the home, write: Alu- 
minum Company of 
America, 1971-J Alcoa 
Bldg., Pittsburgh 19, Pa 





ALCOA THEATRE 


oe FINE ENTERTAINMENT 
ALTERNATE MONDAY EVENINGS 
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SHOW-PLACE for new ideas in alumi- 
num building products, Alcoa's ‘‘Care- 
free House’’ uses the metal in many 
new ways: colored wall panels, decora- 
tive grille, fascia, plus many others not 
seen here. 


Photos Courtesy Aluminum Company of America 
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MASSIVE PROMOTION of the ‘‘Care-free House’’ is developing an in- 
tense interest in aluminum building products; many thousands of people 
have visited these exhibit homes. 
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SPECTACULAR PROMOTIONS 


The future of housing as envisioned by alumi- 
num forecasters can be seen in Alcoa's "Care- 
free Home” and Reynolds’ "House of Ease”. 


New building products of aluminum have been drama- 
tized in recent months through two model home programs: 
Alcoa’s “Care-free Home” (pictured on these pages) and 
Reynolds’ “House of Ease” (illustrated on following pages). 
Each program differs from the other, each has its goal the 
speeding of changes in home building. 

Alcoa’s program calls for a number of display houses 
built in major market areas, serving as show-cases for alu- 
minum products now on the market plus products not yet 
available commercially. It is an idea-exciting program. 

Reynolds’ program, on the other hand, is a device to 
help builders sell more houses in which a great many cur- 
rently available aluminum building products are used. 

“Care-free Home”. “We feel aluminum’s real place in 
home building is not to imitate but to create new uses 
which can be done only, or done best, in aluminum,” an 
Alcoa official told American Lumberman. There are 
places for aluminum in the house and also there are places 
where it does not belong.” 

Out of this concept evolved the “Care-free Home.” 

In selected population centers, Alcoa chooses a contrac- 
(continued on next page) 














TEXTURED and color anodized, the bed- 
room closet doors of the ‘‘Care-free 
BEAUTIES of natural wood and natural aluminum used together in the ‘‘Care-free House"’ present a new note in interior 


House"’ creates easy, low maintenance living, Alcoa men say. finish. Doors are available commercially 
now. 












Whe 






NEW ALUMINUM ROOF of the ‘‘Care- 
free House"’ is light blue with pebble 
texture, batten-seam construction. A 
lifetime without maintenance is claimed 
for it. 








Sectional overhead 
type wood doors-avail- 
able in all conventional 
and special designs to 
meet most job require- 
ments. Galvanized 
hardware. 


Commercial sectional 
overhead type doors 
job designed in wood 
or steel for dependable 
service in public and 
commercial buildings. 


WAGNER 


CEDAR 


FALLS 


LINE... 


Standard and unique 
designs in sectional 
overhead type residen- 
tial doors available to 
meet your specifica- 
tions. Makers of the 
fabulous Redwood 
Beauti-Door. 


Sectional and one-piece 
steel overhead type 
doors available in 
residential and com- 
mercial sizes. Galvan- 
nealed and _ factory 
painted. 


Investigate the Wagner Profit Sales 
Plan. Write for catalog and con- 
densed price list AL85. 


Also, ask for Bulletin AL58H on the 
Wagner Line of Sawhorse Trestles, 
Folding Ladder and Scaffold Brack- 
ets and Farm Building Hardware. 


MANUFACTURING COMPANY 


1OWA U.S.A 
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tor to erect a house designed for Alcoa by a famous archi- 
tect. Each house is widely publicized locally. Eventually 
each house is sold, but primarily it is intended as a show- 
place for new ideas in aluminum building products. By the 
end of 1958 it is expected that 24 “Care-free Homes” will 
have been built. 

Of modern design, Alcoa’s “Care-Free Home” is a sin- 
gle-floor dwelling with three bedrooms, two baths and a 
single core kitchen. It has 1,900 square feet of living space. 

A highlight of the house is its light blue, pebble-textured 
aluminum roof of batten seam construction. Alcoa officials 
say this roof promises the owner a lifetime of service, with 
no painting or other maintenance needed. 

Aluminum is also used on exterior walls. Utilizing post- 
and-beam construction, the house has 12’ x 8’ aluminum- 
faced wall panel sections as exterior wall components. 
Colored purple, the vertical-ribbed extruded facing is ex- 
pected to last for years with no more maintenance than an 
occasional sprinkling with a hose. On each side of these 
purple panels are fixed glass areas, each covered with an 
aluminum grille, color anodized in blue. The grilles swing 
open for cleaning the glass. 

Exterior and closet doors are also aluminum, formed 
from an aluminum honeycomb core, sandwiched between 
two sheets of textured, color-anodized aluminum. An ex- 
truded aluminum band, wrapped around the perimeter, 
completes the doors, making them strong, warp-free and 
beautiful. 

Inside the house, natural woods have been used in con- 
trast to natural aluminum. More than 60 different alumi- 
num extrusions are used in a variety of trim applications. 

Aluminum, textured and color anodized, is employed as 
a wall-facing material. The metal, in combination with 
natural birch strips, is used as a covering for walls in all 
hall areas. 

Several new aluminum products now being offered on 
the market by Alcoa make their appearance in the house. 
For example, aluminum forms a perimeter diffuser strip 
142” wide which channels into the house hot and cold air 
Alcoa official told American Lumberman. “There are 
application of aluminum is the continuous breather strip, 
built into and under the eave to provide adequate ventila- 
tion for the roof. 

Aluminum also appears in the “Care-Free Home” in slid- 
ing doors, hardware, tub enclosures, nails and fasteners, 
screening and insulation. 

Alcoa officials say that the “Care-Free Home’ is 
planned to supply both home builders and homeowners 
with a multitude of new ideas on aluminum’s ability to 
make all homes, new or old, more colorful and care-free. 

“House of Ease”. Reynolds men, acting for fabricator- 
manufacturers of aluminum products, persuade contractors 
to incorporate in their homes a basic group of aluminum 
products. If these products are used, then Reynolds will 
turn loose the full force of its promotional organization in 
behalf of the builder’s homes. 

Reynolds aims at the mass residential market, homes 
costing $13,000 to $30,000. These represent more than 
80% of all housing starts. As planned by Reynolds, the 
basic “House of Ease” package contains a minimum of 
1,500 pounds of aluminum building products. Some build- 
ers already are erecting these houses with 2,500 pounds of 
aluminum each. 

The “House of Ease” program does not stick to a single 
design. The builder selects his own plan, incorporating in it 
the basic 20-product package. 

Saves money. Reynolds men estimate the basic alumi- 
num “House of Ease” package will save a homeowner 
more than $3,000 over a 30-year period, or about $10 per 
month. This saving takes place because of lowered mainte- 
nance and repair items. 

As built in Detroit, where the program was first tried 
out, in Boston and St. Louis where “House of Ease” tracts 
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BASIC ALUMINUM “PACKAGE” specified in the ‘‘House of Ease’’ projects now being 








Aluminum Products in 


‘‘House of Ease’’ 

Basic package includes shingle roof; 
siding; soffits and trim; nails on all 
exposed surfaces; flashing; windows; 
combination doors; shutters, foil- 
wrapped insulation; foil floor underlay; 
duct work; hardware; louvres; exterior 
light fixtures; gutters. 

Optional extras are picket fence, awn- 
ings and ornamental emblems. 








Aluminum Products in 
‘‘Care-free’’ Home 


Exterior wall surfacing; roof; grille 
work over fixed glass area; sliding 
doors; sliding door hardware; exterior 
doors; folding closet doors; bathroom 
ceiling and wall framing; exterior light- 
ing fixtures; recessed interior lighting 
fixtures; trim for supporting posts and 
beams; framing for interior wall pan- 
els; chimney vent housing; hot water 
unit; show and tub enclosures; locksets 
and other hardware; flashing; fascia 
strip. 

Also, insulation; heater room doors; 
family and living room partition walls; 
electrical switch plates; heat diffuser 
strips; electrical floor receptacles; flu- 
orescent lighting reflector; ductless ven- 
tilation hood; carport panels; storage 
room doors; laundry room doors; ter 
mite shield; breather vent strip under 
eaves; nails and fasteners. 














Photos Courtesy Reynolds Metals Co 


erected by contractors includes these items: prime windows, shingles, threshold, nails, 
flashing, ventilators, ductwork, siding, rain drainage goods, louvers and attic-venti- 


lating perforated soffit pan and fascia combination. 


are now being built, it is estimated the aluminum package 
ups the total cost of the house about $500. Reynolds claims 
this is more than recovered in the first six years through 
reduced maintenance. Not included in estimated savings 
are economies of heating and air conditioning achieved 
through the thermal properties of aluminum roofing, insu- 
lation and duct work. Aluminum duct work, for example, 
delivers 15% more heat than conventional duct work; alu- 
minum shingles are claimed to keep attic areas cooler. 

Market-tested. The “House of Ease” program was first 
market-tested in Detroit. The builder reported that out of 
the first 31 buyers offered a choice between the alumi- 
num package home and the conventionally-built home, 21 
chose the “House of Ease”. In another Detroit develop- 
ment now being built, 50 out of 54 home buyers bought 
the aluminum package instead of a similar non-aluminum 
plan. This evidence of customer preference is being experi- 
enced also by small-home contractors in the St. Louis and 
Boston areas. 

These houses are aimed, for example, at having nothing 
on the exterior needing painting or replacing. Reynolds 
work in the consumer field is made to pay off here, for the 
foil-wrapped insulation, foil-backed drywall and foil floor 
underlayment is described to the buyer as an adaptation 
of the Reynolds Wrap idea so generally accepted by the 
housewife. 

If the lumber dealer sold all possible aluminum products 
in the $15,950 Detroit “House of Ease”, the aluminum bill 
would be about $1,000. 
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BOSTON “HOUSE OF EASE” inclu g, 
shutters—even an aluminum fence—in its all-alumi- 
num package. Contractor reports good sales. Materials 
were supplied by Grossman's, well-known lumber com- 
pany at Quincy, Mass. 


MANY ALUMINUM PRODUCTS are used on this $15,950 
“House of Ease’ home, one of a number erected by a 
Detroit contractor. Included are aluminum roofing, ven- 
tilator, flashing, soffit system, gutters and downspouts, 
windows, awnings, thresholds, storm windows and 
hardware, plus many more on the interior. 
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FOAM CORE ex- 
perimental  build- 
ing panels faced 
with various ma- 
terials: at center, 
gypsum board; 
lower right, pre- 
finished hard- 
board; lower cen- 
ter, prefinished 
hardwood ply- 
wood; other sam- 
ples are faced 
with aluminum 
sheets, textured 
and colored. 


Pioneering with Aluminum 





Courtesy Aluminum Company 
of America 


Component Walls, 


Other Building Parts 


Will the aluminum industry make a major contribution 
in the building component field? For example, will tomor- 
row’s houses be built of wall-thick panels faced with alu- 
minum on one side and some other material on the re- 
verse? 

Experiments now going on 1n the laboratory and on the 
construction job may bring this about. Currently a prefab- 
ricated house manufacturer is working with an aluminum 
producer in the design of a house using such components. 
The house is built of four-foot aluminum-skinned panels 


which are complete structural units within themselves. 

Six different types of panels are being used in the ex- 
periments. All are aluminum-skinned; each has a different 
core material, edged with wood. A honeycomb of resin- 
treated kraft paper makes up the core of the panel, which 
thus far seems to hold the most promise. 

Another structural panel. Also in the development stage 
is a panel which combines exterior and interior wall finish 
with a polystyrene plastic core. The plastic bonds tightly to 

(continued on page 75) 


BAKED ENAMEL on fiuted aluminum 
sheeting, similar to that used by van 
body fabricators, gives permanent ex- 
terior at half cost of brick to St. Louis 
home at left. 





en Capitalize on the Big Demand for 


3-WAY VENTILATION ail | "Family Room" Living Ar eg 


ALUMINUM ] 
FRAME with 








WEATHERSTRIPPED, 
OVERLAPPING 
SASH PROVIDES == 


All panels at top — AIR-TIGHT SEAL 


screened ventilation 


below head level. i= lanes 











PIN-LOK SASH SPRING 
DEVICE we A 


Se «OPERATION FOR REMODELING AND NEW HOME CONSTRUCTION 


tens a — ¥ Titan nono Never before has the demand for "Family Rooms” 
end test; x and added living space been greater than it is 
today. Now —at relatively low cost to the 
homeowner —you can fulfill this demand and 
enjoy a profitable sales volume at the same time. 








DeVAC, Inc., Dept. ALO 
5900 Wayzata Bivd. * Minneapolis, Minn. 


Please send me complete informa- 
tion on DeVAC GlassWalls. 


NAME 


PANELS SLIDE IN 
SEPARATE METAL 
ALLOY CHANNELS 

















Panels all at center — ene U 
creates “thermo-air” CONSTRUCTION ase 
circulation. FOR SIMPLE — WOOD FRAMES 
INSTALLATION ® _—: TREATED FOR 
bs bas} AND . 


PROTECTION 


> 
- 


COMPANY 


ADDRESS 


CITY ; STATE 


ee 
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> eVAG, 4 Pee ¢ @ Exclusive Distributorships Available in Select Territories 


Dept. 810, 5900 Wayzata Bivd., Minneapolis, Minn. 
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x’ SPIRAL NAILS 


» Reduce splitting 
« Hold tighter 


by 


ast 


at ARD 


e Cost less 
e Drive easier 


“Extra holding power of ARDOX nails 
cuts damage, delays in transit” 


... reports FORD TRACTOR AND IMPLEMENT DIVISION 


By using Ardox spiral nails for blocking 
of tractors and combines on flat cars, the 
Tractor and Implement Division of Ford 
Motor Company has solved a troublesome 
and costly shipping problem. 
The people at Ford found that, with 
conventional straight shank nails, wood 
blocking tended to pull away from the 
flat car floors because of the bouncing, 
jolting and side-sway of the train. Ford 
is now using 50 and 60 penny Ardox nails 
to prevent damage and shipping delays. 
In addition to increased holding power, 
Ardox nails drive faster, reduce wood 
splitting and actually cost less than con- 
ventional nails. The lower cost is a result 
of Ardox nail design which provides more 
nails per pound. 
Get the facts on this superior, threaded- 
to-the-head nail, made from J&L quality, POE RLS 
higher carbon steel. For complete infor- } BAe tS 4 - 
mation on how Ardox nails can cut your LIER + ee 
costs, write Jones & Laughlin Steel Cor- Ardox spiral nails develop up to twice 
poration, 3 Gateway Center, Pittsburgh  ‘"® N0!ding Power of equivalent 


¢ > common nails. Field tests prove they 
30, E ennsylvania. are up to 30% easier to drive. 





Jones & Laughlin Steel Corporation 


PITTSBURGH, PENNSYLVANIA 
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the finish skins and solidly fills the space between with 
solidified bubbles. The panels may be in any thickness 
from one to six inches. The foam plastic possesses high 
insulating qualities. The exterior wall surface of the panel 
is aluminum. For interior finish a number of possibilities 
are available: aluminum, gypsum board, plywood among 
others. The aluminum skin can be made with pattern, tex- 
ture and color as desired. 

The cost of such a wall, according to researchers, is now 
in the neighborhood of $1.25 per square foot, finished out- 
side with aluminum, inside with gypsum board. This com- 
pares to about 90¢ per square foot for an exterior wall of 
normal construction. 

Doors. A variation of the foam plastic and metal panel 
is being tried out as an exterior door. Faced with colored 
and patterned aluminum sheet and bound around the edges 
with aluminum extrusions, the door is surprisingly light. 
Cost of the finished unit is not yet available. 

Paneled house. In Florida a small homes development of 
what eventually may be 2,500 houses is being built of 
panels of laminated aluminum-skinned panels, as shown in 
pictures on a following page. 

A jalousie and sliding glass door manufacturer is work- 
ing with an erection company specializing in aluminum 
carports and utility houses. Together they have designed a 
400-square foot house with screened porch, carport and 
utility room, which will sell in a deluxe model for less than 
$18 per square foot. Each dwelling is equipped with range, 
hot water heater, sink bar and refrigerator. The concrete 
slab floor is finished in non-slip terrazzo. 

The building material used in the houses is a panel of 
.032” textured aluminum sheet for the exterior wall skin 
over a core of phenolic-impregnated kraft honeycomb 
laminated to an interior skin of woodgrained hardboard. 
The wall is 134” thick. 

Exterior finish is factory-sprayed zinc chromate paint, 
available in a variety of colors. For the root, both interior 
and exterior skins are aluminum sheet; a thicker honey- 
comb core brings the total thickness here to three inches. 
Some roof panels are 20’ long. They are light enough to 
be handled by two men. Panels are joined by an H-shaped 
aluminum extrusion. The roof edge is finished with an alu- 
minum fascia strip. 

The wall panels have a heat transfer coefficient of .19; 
the roof panel figures out at .26. 

New siding tried. At St. Louis, Mo., fluted aluminum 
sheets, finished in ivory baked enamel, were applied over 
solid fir plywood backing to form the exterior wall surface 
of a house. The contractor reports the 850 square feet of 
aluminum was set in place by a two-man team in two days 
at a cost of about 70¢ per square foot, about half the cost 
of brickwork in that area. 

The panels used were .051” aluminum 36” wide and 
full wall height. Adhesive was first applied to the center of 
each panel’s back. They were then positioned over the half- 
inch plywood sheathing and nailed top and bottom with 
aluminum fasteners. The side to be lapped was nailed every 
16”. The next panel was lapped 112 corrugations and then 
joined with a pop rivet gun, a special tool which places 
and sets a hollow cold rivet from the front side of the 
work. Smail trimming was done with tinner’s shears; large 
cuts were made on a table saw with carbide-tipped blade. 
Panels were butted tightly against window and door frames 
and joints were calked. Exterior cutouts for electrical out- 
lets and exhaust fan housing were framed with 1” x 2” 
aluminum angles. 

The aluminum sheet was of a type ordinarily used by 
truck trailer manufacturers for van body building. The 
baked enamel finish was applied by a local auto body paint 
shop. 

Two goals were achieved by using the aluminum in this 
way: (1) an unusual appearance was obtained, and (2) a 
long-lasting exterior finish, almost maintenance-free, was 
gained. 
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Now! 

Offer Customers the finest 
in Competitively Priced, 
Functional Building Beauty 


Aluminum Columns 


for: AWNINGS, PATIOS, PORCHES, 
CARPORTS, ROOM DIVIDERS 


Yeck columns are available in three 
styles and three colors to blend with 


any style home. Fabricated from 1” 


square, aluminum tubing, Yeck col- 


umns give maximum, permanent 
support—never need 
painting. Standard 7’ 
and 8’ lengths in both 
corner or flat columns. 


Widest variety of mount- 





ing brackets available. 


4 The "Trylon” 


Slim, balanced beauty for 
the modern look. In na- 
tural finish, black or white 
enameled or anodized 
finish. 


The "New Orleans” a 


All the grace and charm 
of wrought iron. With 
Standard or Deluxe Scrolls. 
In natural or black or 
white anodized finish. 


YECK COLUMNS ARE AVAILABLE 
AT WAREHOUSES OF REYNOLDS 





ALUMINUM SUPPLY CO., TEXTRON METALS CO. 


AND NASH MANUFACTURING CO. 


Yeck Quality-at-the-right-price 
building specialties include cross 
bridging. joist supports 
(at right), wall ties, 
shake and siding cor- 
ners, flashing shingles 
joist anchors, roof and 
siding moldings, han- 
ger iron, anodized 
aluminum door grilles. 


Ask your wholesaler about 
this free display TODAY! 


METAL BUILDING SPECIALTIES 
579 TECUMSEH ST., DEPT. AL-91, DUNDEE, MICH. 
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The 
“‘Panel- 
Master" 
Pricing 


\ System 


Quote Instantly 
on Cut Sizes of 
Plywood, Hardboards, etc. 


If you sell plywood, hard-boards, etc., in SMALL HOME in Florida is built entirely of aluminum building components, 


. ‘a " including hollow core aluminum faced wall and roof panels. 
cut sizes, you need the ‘‘Panel-Master 3 P 


Pricing System. It saves pay-roll minutes on 
every quotation, reduces sales resistance, 
insures consistent pricing and the collection . 
of justified ‘small-size’’ extras and cutting Al |-Al | ‘ial 
— uminum House Is Here 
Developed by practical lumbermen, the 
system aims to strike the best practical 
balance between ‘what the traffic will . Thousands of 
reasonably bear’’ and the cost of the pounds of es 
APC EY = num use¢ in 
: | unique compo- 
Sent postpaid on approval “eden - paneled 
e 10use which was 
Single Copy $9.95—Added Copies $3.95 : built for less than 
Nu-Way Builders Supply Co. a me $18 per square 
P.O. Box 1045, Salt Lake City, Utah re se — Ke a 
' 1€ Aluminum 
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(Here's the one that ) 


’ WALL PANELS faced inside with woodgrained hard- 
WOW'T SHRINK board, outside with aluminum, with kraft honeycomb 


This modern plastic in core between, assemble quickly into small Florida home. 
powder form makes 


lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit 
SELLS BETTER because 
it WORKS BETTER 








a 5 nae ste 
® DONALD : : é , 

#8 ss DURHAM ROOF PANEL being moved into place, this aluminum 

Durham’ ek- a. component house in Florida was built for less than $18 

Hard Water uty pines, per square foot, including kitchen equipment. 

gives you by ‘ 

best profit margir 

any product ( 

nature. J 

see why it sells so 

larly. Many pat 

fall out or chip of re : é ‘ 

oe ee Valaencer el LOW MAINTENANCE is 

ot. It sticks and stays put. You can saw ¢ - ) 

chisel it, paint or polish it to a velvet smooth “ : ip 2 a feature of the Florida 

finish. y to use. Keeps indefinitely. So : ; aluminum - component 

a ul. Just mix a ~ ’ : house. Vertical members 

needed. ive 1-iD. Cans or SI) ‘ 

4-lb. cans to case Keep some of each on dis- | capes between panels are alu- 

lay. Available in 25, 50, 100-lb. drums for ’ minum extrusions, which 

pay.» 

industrial users. Order from your jobber. lock panels together. 


The PLASTIC Repair Material 
in POWDER Form 
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3 STORM SASH | | Ree 
FRAME SECTIONS | mo 


FRAME No. | FRAME No. 2 FRAME No. 3 


3 WEATHERSTRIP Sy |): 
SECTIONS ae 


WEATHERSTRIP A | WEATHERSTRIP B WEATHERSTRIP € 


3 SCREEN 
FRAME SECTIONS 


FRAME No. AA FRAME No. AF-1 FRAME No. AF-5 


Combine to make 6 DIFFERENT matching screen and storm window sets 


Storm Sash 
Frame No. | 
without any 
Weatherstrip 


Storm Sash Storm Sash Storm Sash Storm Sash Storm Sash 
Section No. 2 with Section No. 2 with Frame No. 2 with Frame No. 3 with Frame No. 3 with 
Weatherstrip A | Weatherstrip B Weatherstrip C€ Weatherstrip A Weatherstrip C 
matches Screen | matches Screen matches Screen matches Screen matches Screen * 


matches Screen Frame AFI Frome AA Frame AF-| Frame AF-5 Frame AF-5 
Frame AFI ¢ 


Tr 


e 
Ce | ae | ae 


Homeshield interchangeable components mean 
smaller inventories...more applications 


The sections shown above are only part of the big Homeshield line 

... yet they indicate the tremendous range of screen and storm win- New! HO 

dow installations you can cover with this versatile line. : MESHIELD 
Homeshield’s engineered components point the way to a more G azing Adhesi 

profitable operation by lowering your inventory. Don’t forget that ela ive 

Homeshield rolled-form aluminum components spell quality in every cal than ving) eegeconomi- 

inch—quality you can sell—at no extra cost to you. rpggial Homeshield for. 

For full details write for literature and price sheet KD-100-1D. tag aluminum — Sy 


t becomes perma- 
® Makers of famous 
Har-Vey Hardware 
for sliding and 


nently firm without harden- SLAZING 
folding doors 


ADHESIVE 
Lom Ss Cc R E E 4 Ss \ HARVEY / World's largest manufacturer of window screens 
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AMERICAN SCREEN PRODUCTS CO. 61 E. North Avenue, Northlake, Illinois 
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SCREENED ENCLOSURE panels are 
erected around a patio slab, with 
pre-hung aluminum screen door 
bolted to large screen panel, at 
left. Simple bolted construction 
used to fasten panels together 
shown above. Pre-assembled roof 
sections quickly lifted into place 
after components are erected, 
completing job as pictured at 
right. 


Component Screen Panels Put Dealer Into Patio Business 


Aluminum screen panels can be made up from 1” x 2” Homeshield Enclosure. An aluminum framed fiberglass 
roll formed rectangular aluminum tubing taken out of roof is available for covering the enclosure. 
dealer’s stock. The panels may be assembled either by the The manufacturer of the Homeshield system is American 
dealer to fit the homeowner’s job, or the lineal stock may Screen Products Co., which supplies rolling cabinet door 
be sold to do-it-yourself customers together with screening, hardware for lumberyard distribution. The company fore- 
corner angles and screen spline. Each aluminum framed sees a good market for dealers both in the home improve- 
screen panel after assembly is then set up and bolted to ment field and as sales to builders for new homes. 
form the screened enclosure. The system is known as the 





Package-Selling Concept 


- - Keyed to Outdoor Living Trend 


Many manufacturers of aluminum building products 
have organized their consumer end-use packages for the 
home improvement market, paralleling the lumber dealer’s 
own principle of selling the “package instead of the piece.” 
Dealers can obtain complete parts for added rooms, porch 
enclosures, utility buildings and the like. 

In the first phase of the 1958 Home Improvement Coun- 
cil national remodeling contest, consumers were asked to 
list home improvements which they desired most. “Outdoor 
living” facilities were listed by more consumers than any 
other single category of improvements, by a substantial 
margin. Most of the aluminum packages now ready for 
lumberyard distribution are designed precisely to fill this 
trend to outdoor living. 

In most cases the dealer will pre-assemble the package 
structures in his own shop, thus realizing an added fabrica- 
tion profit. 
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Aluminum Patio Cover 
For Existing Houses 


With the continued sales of 
low-cost housing, plus the desire 
for outdoor living on the part of 
most homeowners, the Hunter- 
Douglas Aluminum Co. has de- 
signed a simplified Multi-Port 
which can be used as either a 
patio cover or as a carport. 

The picture below shows a typ- 
ical use On a_ contemporary 
house, blending with roof line. 

Manufacturer states that the 
Multi-Port can be attached to 
any existing house. Room Addition That 
Goes Up Fast 


Made in 3’, 4’ and 5’ standard 
width panels, the Screen-O- 
Room is an indoor-outdoor room 
of aluminum components quick- 
ly assembled on the job. It rests 
on a previously prepared slab. 

This is but one of a series of 
prefabricated component room 
additions making use of the man- 
ufacturer’s structural modular 
building panel. 








ADAPTABLE within limits to any 
situation, this outdoor room is 


NEW MULTI-PORT used as a patio 


cover. It can also serve as carport. 


Two versions of the Screen- 
O-Room by Panelfab are shown 
above and at right. 


erected quickly without special 
tools, provides a permanent struc- 
ture. 














—Courtesy, Aluminex, Inc. 


Greenhouse Packaged in 2’ Units 


Sales of this “packaged” greenhouse are easy because 
the manufacturer prices them according to the number of 
2’ sections (including walls and roof). Thus, the green- 
house illustrated contains two gable ends at $82.50 each; 
eight 2’ sections at $35 each or $445 complete ready for 
erection on owner’s foundation. 

The greenhouse can be any length desired; the package 
is built accordingly. Unskilled labor with simple tools can 


erect these packaged units, according to the manufacturer. 
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—Courtesy, Aluminum Greenhouses Inc. 
Dealer Sells Aluminum Greenhouse 


The Burroughs Building Center, lumber dealer in Flint, 
Mich., has successfully sold the greenhouse above as a 
homeowner package. Units are shipped to dealer as fabri- 
cated job from the manufacturer. The only on-site prepa- 
ration is laying a foundation, arranged by the dealer. As- 
sembly on average greenhouse can be done by a handyman 
in a day; all parts are pre-cut, pre-drilled. Needed tools 
and assembly drawings are included in the package. 

When a dealer sets up two display greenhouses (with in- 
vestment about $1,000), maker grants a franchise, giving 
him 25% discount off retail price. No inventory is required. 
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THE CHALLENGE OF ALUMINUM 


COMPARE 
MINERVA 





® Does it have vinyl plastic inserts 
on all four lengths of the Z bar? 


@ Is it really one-inch aluminum 


throughout? 


®@ Does it have 16 welds. making 
the door as strong as a single piece 


of metal? 


@ Are the glass and screen inserts 
locked in with vinyl plastic? 





@ Is there a drip cap header to elimi- 


-Courtesy Mirro Aluminum Co 


Utility House Assembled in 60 Seconds 


An aluminum utility building which can be set up by two 
people in as little as 60 seconds without nuts, bolts or 
screws, measures 6’6” high, 66” long and 4’ wide. The 

cz. : Y building folds down into a space 712” x 4’ x 66”. The unit, 
‘Mee : made by a well-known manufacturer, is scheduled for 1958 
production. 

Suggested uses: sportsman’s shelter, beach house, chil- 


Ae) Ti or- 8 om ear! kK eG dren’s play house, construction job office. 
MORE MONEY [& 
selling Minerva 


nate water collection in the door? 














—Courtesy Zerith Sales, Inc. 


YS ge fe |=) Prefab Storage for Small Homes 
4 , 


Y ALUMINUM iB, are P ‘ . > ic alle: ' ili > 
ae shan are natural customers for this all-aluminum utility house. 


MINERVA. OHIO 


\, f nerva ‘ Owners of small homes in need of added storage space 


The unit is available in three sizes, all 5’6” deep by 56”, 
_— s il i 8’ and 10’ wide and 7’ high at the front. The units are 
ie —— A i A i le available in a choice of 15 enameled colors. Owner-assem- 
ee og _ . ° ° . * . 
be i . bly is done with screw driver, pliers and 44” electric drill. 

= er As a help to dealers, the manufacturer packs and ships 
each utility house as a prefabricated unit. Suggested uses 
include pool-side cabana, bus stop shelter, workshop, tool 
crib, parking lot office, camping hut. 
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MODEL 54 
DOUBLE HUNG WINDOW 


America's most popular window now 








a” 


aluminum. Single Hung ava 





even greater eco 


MODEL 
SLIDING WINDOW 
This integral fin model almost installs itself 


Available in both 2 and 3 sash series 


00S ee 


MODEL 44 
AWNING 


MODEL 16 WINDOW 
JALOUSIE WINDOWS th 


A continuous head and 


tea ‘ 
eg r 


1dds strength, beauty, and 








If you’re a window dealer or distributor—or are planning to handle windows— you 
can’t afford to pass up Stanley’s complete quality line. A window for every type of 
construction, every climate—with fin trim or without. Stanley windows are really 
pre-sold to your customer . . . advertised in The Saturday Evening Post, Business 
Week, and leading builder publications. 


When you buy from Stanley, you buy more than windows — you buy quality, 
service, and integrity. Why settle for less when Stanley windows cost no more? 
See what STANLEY offers you at no extra cost: 

KD feature for easy storage e Etch and lacquer finish e All windows FHA approved 
All windows completely weatherstripped ¢ All window sash glazed with aluminum glazing 
bead e Screen and storm sash interchangeable e Complete size ranges e Quality 
controlled to insure Stanley’s known high standards. 


We also manufacture 


Thresholds, Tub Enclosures, and Jalousie Strip Hardware > =—S 
AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works 
STA N L EY —hand and electric tools * builders and industrial hardware » drapery hardware « 
door controls + aluminum windows + stampings « springs « coatings « strip steel » steel 


strapping—made in 24 plants in the United States, Canada, England and Germany 
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9 CHALLENGE [SECTION 1 
sill OF | — PART 5 
ALUMINUM 


WIDE PATTERN VARIETY of aluminum mill products is com- 
plemented by range of colors applied to the metal by chem- 
ical processes. These are currently available, according to 


Alcoa. 


ALUMINUM BEACH HOUSE, displayed above half-size at Los 
Angeles Home Show this year. Several units were sold at $25,- 
000 each! 


SUN AND WIND SCREEN erected at Aspen, Colo., made from 
new aluminum-plastic structural panel. Leaves of screen are 
rotated by mechanism in base. 


Over the Research Man's Shoulder 





A PATIO from farm roofing sheets using diamond-rib pattern. 
Decorative possibilities now add to previous utility markets. 
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Research on aluminum as a building material began 
more than 50 years ago, but progressed slowly until recent 
years. Today this research drive is in high gear, employing 
the talents of more than 1,000 trained scientists working in 
product development. In addition, the best methods of 
selling these creations of the scientists are being worked 
on by at least as many distribution experts. 

Research men won’t talk about what they’re going to 
bring out next year or the year after. However, American 
Lumberman in interviews with top producers, secured an 
inkling of new product offerings in the aluminum industry. 

Aluminum’s properties of light weight combined with 
high strength will permit economies from reduction of 
dead load, freight and handling charges, size of erection 
crews, erection time. 

Corrosion resistance, high ability to conduct heat and 
electricity, plus high reflectivity of light and radiant heat 
all offer many possibilities for new applications of alumi- 
num in the building products field. The versatility of the 
metal makes possible the wide range of basic forms now 
on the market, these in turn will make it easy to fabricate 
new products at minimum costs. 

So you don’t like the silvery color of aluminum? 
Through existing processes, you can get aluminum in al- 
most any color. Many of these colors are sun-fast, permit- 
ting use out-of-doors. Chemical and electro-chemical 
treatment will be used more and more to give diamond-like 


September 1, 1958, AMERICAN LUMBERMAN AND 

















sone 


2004 


* 
Ss 


Zz 


er 


TES eeesss 
SSSOSOSSS | 








NINN 
‘NINTY 
CNN 4 
AN a 
— 
eee NINTY wm 
~~~ 
SN erm ttn te Sal Ae | 


NOON ew ees 
wrwa 


GOUS 2 2bUU 23 3h, 


COG) > > 
GOOG > > 
Gad) > > o¢ 


ara 
ss 





EXPERIMENTAL DOOR of gold-anodized 
aluminum laminated to an_ insulating 
foam plastic core is light and handsome. 





—Courtesy, Kaiser Aluminum & Chemical Sales 


RESEARCH is personified by Kaiser Alu- 
minum building products management 
team, above, discussing new proposals. 
Their counterparts in other companies 
are equally busy on ideas for construc- 
tion. 


hardness and extreme smoothness to aluminum surfaces. 

Does smooth-finished aluminum seem unattractive? 
Then you can now buy aluminum in a wide variety of 
patterns and textures including bark, pebble, stucco, fluted, 
notched, ribbed, diamond, flat rib, waffle, leather, pin seal 
and wood grain. 

Thus, by using existing aluminum basic mill products 
and technology, the aluminum building products of the fu- 
ture can have high eye appeal and freedom from on-site 
finishing. 

Techniques at work. By using existing technology and 
materials, there will be refinement in design of hardware 
items like door knobs and the like. Factory-finished alu- 
minum residential siding will be produced in new designs 
to give homes new appearance. The siding won't be simply 
copies of present-day siding of other materials, but will 
be distinctive and sales-building. 

What about aluminum wiring? It’s coming. The electri- 
cal conductance of aluminum is close to that of copper. 
Aluminum plumbing? Maybe we won’t have it for several 
years, but research is going forward today to solve the 
problems it involves. 

Sales drive. Of even greater importance to dealers will 
be the coming Big Push for Sales for which the entire alu- 
minum refining and fabricating industry is preparing today. 
The $25 million promotional investment this year is but a 
forerunner of the size of this major sales effort. 
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PATCHING 
PLASTER 


A oT . 








Here’s one cold water putty 
that really stays put. ideal for 
filling loose knots, splits or 
cracks, holes or crevices. 
Goes in easily, dries and stays 
hard, and can be sanded or 
sawed, painted or stained 

: just he Penk nee 


‘contoine 
real atl (woédd flour) and 
becomes a solid part of the 
lumber. Available in 1 and 
5 Ib. cartons, 25 and 50 lb. 

bags and 100 Ib. drums. 








PLASTER 
PARIS 


A truly fine white Plaster 
Paris. None better! 
Even-textured and with purest 
white color. Extensively used 


Extra sales and extra profits. 

: Consumers Plaster Paris is 
available in 1 and 5 Ib. 
_eartons, 5 and 25 Ib. bags 

: and 100 Ib. drums. 














Comsu mers, 


PATCHING 
PLASTER 


Proved by years of use! 
Will not peel or crack. No 
checking or shrinking. 
Quickly bonds to old plaster 
without sizing. Merely mix 
with cold water and you have 
a ready-to-use clean white 
plaster. Available in 

1, 2% and 5 |b. cartons, 

2, 5, 10 and 15 lb. paper 
bags, 25 and 50 Ib. bags 
and 100 Ib. drums. 





SPACKLING 
COMPOUND 


The smooth way to 
“erack-proof”’ plaster walls, 
seal open wood joints and 
cracks, fill nail and screw 
holes, smooth rough 
wallboard, and cover checks 
and knots. This special 
Consumers compound can be 
sondpapered to a velvet 
finish, and will not shrink or 
fall out. Available in 1 and 
5 lb. cartons, 5 and 25 Ib 
bags and 100 Ib. drums. 





“Once you try Consumers you'll stick with Consumers.” 
Order from your wholesaler 


“CONSUMERS GLUE CO. 


Since 1906 
1515 Hadley 


Pioneers in Adhesives and Dry Powders 





St. Louis 6, Mo 


Circle No. 52 on Coupon, page 168 83 





THE 
CHALLENGE 
OF 
ALUMINUM 


SECTION 2 


CHANGING 
DISTRIBUTION 
PATTERNS 


mean sales opportunities for dealers 





The remarkable and anticipated growth of aluminum in 
building and the industry’s powerful promotion, as doc- 
umented on the preceding pages, beg the question: “How 
can these ambitions be fully realized without using estab- 
lished marketers to the light construction industry—the 
retail lumber and building product dealer?” The answer: 
without these dealers, universal distribution will be spotty 
geographically, spasmodic in sales, costly to maintain, ir- 
ritating to customers. 

A more controversial and yet pertinent question is: 
“with this concentrated promotion and array of new 
products, why in the world haven’t the aluminum people 
gained more of a foothold in dealer distribution already?” 

Ask this question to a dozen people in either the alumin- 
um business or the retail building material business and 
you'll get a dozen answers. Some will be based on fact, 
the remainder based on emotion. 

Weighing carefully a welter of such answers, American 

Lumberman editors arrived at these conclusions: 
* The average lumber and building product dealer has been 
dubious about the quality of aluminum in building, not 
only in specialties but in prime units. As one wholesaler 
said: “We stock and sell the best aluminum brand I can 
find, as well as a major wood line. Frankly, I have yet to 
see a really well-engineered aluminum window which is 
equal in its line to the engineering of our best wood 
brand.” 
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Many dealers are by nature “woodsmen” and will resist 

metal in any form until customers demand it in volume. 
Combination aluminum doors have successfully over- 
come this bias, but prime products have not yet gotten 
wholly over the emotional hump. 
* The aluminum industry started on the “wrong foot” in 
many areas, with marginal fabricators and distribution 
through high-pressure applicator-dealers, using price-wars 
as the primary selling policy. What a deadly combination 
for influencing a retail dealer who stands rigidly on his 
reputation for quality and service and who has substantial 
financial status in his community! 

There is a valid point, of course, to the claim that the 

manufacturers were forced into such distribution because 
established dealers and wholesalers refused to open their 
doors to aluminum. (It remains a fact, however, that in 
metropolitan areas, certain aluminum building products 
still move through fast-talking and somewhat irresponsible 
applicators . . . a bane to any line of merchandise.) 
* In most cases, lumber and building product retailers 
have not been fully aware of the scope of promotion, re- 
search and growth of aluminum, as portrayed on the pre- 
ceding pages of this issue. When the full impact of 
aluminum’s plans for light construction uses is understood 
by the dealer, he will be more apt to see the challenge 
before him in clear perspective. 
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Consumer Attitudes: 


A Key to Distribution 


In Napoleon Ill’s day, aluminum was more expensive than 
gold and was used for the Emperor's finest knives and forks 
as well as aluminum jewelry for ladies of the court. 


Now, aluminum is a common metal. But what does the typical 
person associate with aluminum, both as to its qualities and its 
use as a home building material? 


Several surveys conducted recently show the public's attitudes 
as accurately as professional research can determine. The chart 
digests the building products which consumers associate with 
aluminum. 


As to the public's opinions on aluminum itself, a motivation 
research project revealed that the words most frequently applied 
to aluminum building products were “durable”, “modern”, 
“good looking” and “in good taste.” Compared with wood, 
those questioned said aluminum has two attributes—durability 
and ease of maintenance. 


The same consumers rated aluminum high for (1) storm win- 
dows, (2) gutters and spouts and (3) screening—precisely those 
items which are now generally sold by lumber and building 
product dealers... . the “aluminum staples” of the dealer 
today. 


Aluminum roofing, duct work, knobs and hinges and clap- 
board siding was given only medium ratings by those surveyed. 





Projecting the opinions of ¢ s to a “personality pro- 
file’ of aluminum, these are the qualities most people give to 
aluminum: Light, bright and shiny, long-lasting, rust-proof, sturdy 
and strong, versatile, requiring little up-keep. 








CONSUMER FAMILIARITY WITH ALUMINUM 


BUILDING PRODUCTS 


h among both men and womer 











STORM WINDOWS 





SCREENING 





AWNINGS 


FOIL 








INSULATION 








GUTTERS 





FLASHING, VENTS 


CLAPBOARD SIDING 
8% 


DUCTWORK 


DOORKNOBS, 
HINGES 
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* Any unfamiliar product line takes strong merchandising 
to both homeowners and builders—and there is truth in 
the aluminum manufacturers’ claim that the lumber dealer 
often fails to give needed intensive salesmanship to alum- 
inum. 

With many lines to sell, the one-stop lumberyard legit- 
imately deserves sales and merchandising aids from his 
manufacturers. For many years this was not forthcoming 
to him from the aluminum people. 

Changes underway. The above digest of answers to the 
question, “Why haven’t the aluminum people gained a 
greater foothold in dealer distribution?” clearly shows some 
of the distribution challenges of aluminum in building. 

Fortunately, the picture is not nearly so dreary as the 
digest of interviews would indicate. Changes in distribution 
are definitely underway, some the result of years of 
pioneering aluminum products to dealers; others created 
within the past few months. The metal manufacturer with 
his eye on universal distribution is beginning to under- 
stand the needs of the broad-line retailer as compared to 
the single-line specialty outlet. Encouraged by greater un- 
derstanding, dealers themselves are opening up to the poten- 
tial in aluminum products. 

On the following pages you will see the distribution 
problems explained in more detail and will also see the 
evidence that the problems can and are being solved. 
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‘If People Want Aluminum, 
We Had Better Sell Aluminum”’ 


When you sell the “whole-house” package of building mate- 
rials to builders and to consumers you must keep an alert ear 
to the ground for the products which people want. That is the 
answer to aluminum product distribution as told by Ray C. 
DeVille, executive vice president and secretary of DeVille Lum- 
ber Co., Canton, Ohio. 


“We are like a lot of other dealers and have learned the 
hard way that if the people want aluminum, you better sell 
them aluminum,” said DeVille. 


“Consequently, we are now selling two to three aluminum 
storm doors to one wood unit. We are also selling quite a few 
other aluminum products such as storm windows, casement and 
awning windows and things of that nature that we used to 
frown on even displaying in our store. | might add that we are 
now preparing to install a large display of aluminum products 
such as gutter, screen door grilles, aluminum roofing and the 
like. The aluminum industry should be complimented on the job 
that they are doing on the promotion of aluminum building 
products. We certainly are not going to turn down sales when 
people come into our stores and ask for a product by name.” 
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Combination Doors Combination Windows 
Distinctively designed, expertly fabricated. Available in quality 2 track, 3 track or popular 
There is a Winter Seal door for any style tilt line types. Completely self storing. Engi- 
home, any size opening — round top or neered for easy, quick installation— providing 
regular deluxe or economy. years of trouble-free service. 


WINTER SEAL CORPORATION © DETROIT 27, MICHIGAN 
WINTER SEAL OF CANADA e TORONTO 15 | 
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Horizontal Prime Windows 


- complete packaged 


Extruded aluminum 
Taliceeema-xe [lala MareMmeoleleihitelare Malelgehaiels- 
or screws. Completely self-storing — meets 


or exceeds national specifications. 






REFUND 
Or 
* 40, 


* Guaranteed by @ 
Good Housekeeping 
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It pays big dividends to feature 
brand name products in your 
homes. In windows and doors 
the one name most people 
recognize is Winter Seal. 


All Winter Seal products are 
precision engineered and qual- 
ity controlled in our modern 
plants. There is a Winter Seal 
window or combination for 
every construction need — 
every building budget. 


Jalousié Windows and Doors 


Engineered for year-‘round trouble-free service. 
Winter Seal’s exclusive operating features assure 
perfect closure and easy operation. Vinyl plastic 


sealing provides maximum weather protection. 
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THE 


CHALLENGE | SECTION 2 — PART 1 


ALUMINUM 


What Dealers Now Sell 


in aluminum products 





“What do you sell?” 

That question evokes a variety of 
answers from dealers. “Selling” to 
some dealers connotes actual stocking 
and display of a product. To others STORM WINDOWS AND DOORS 
it simply means that he knows 
a source of supply and can obtain 
a product for a customer upon the 
customer’s request. 

The tabulation at right, based on SCREENS, SCREENING 
dealer surveys, attempts to differentiate 
between the stocking dealer and the 
one who sells from a catalog. 

Aluminum paint, nails, hardware 
and flashing were reported to be SURFACED INSULATION 
stocked by more than 45% of deal- 
ers. These items are regarded as “sta- 
ples” in light construction and move 
generally through established whole- 
sale channels to dealers. JALOUSIES 

Although a whopping 77.1% of 
surveyed dealers said they sell combin- ‘cine 
ation aluminum windows and doors, 
less than half of these dealers stock 
the units. It is obvious that some out- SLIDING GLASS DOORS 
standing sales successes have been 
achieved in the lumber and building 
material dealer field by combination 
product producers, some of whom 
have opened the doors of sash and 
door jobbers who in turn sell to the 
dealer on a one-day delivery basis. But GARAGE DOORS 
the highest profits in combination 
products, as with any other commod- 
ity, is realized by purchasing in quan- 
tity; real penetration in this regard 
has yet to be realized by manufactur- SHOWER, TUB ENCLOSURES 
ers of combination aluminum win- 
dows and doors. 

The survey tabulated was made two cas vain 
years ago. From American Lumber- 
man field checks this year it is safe ROOFING-BATTEN 
to say that almost all the percentages 
can be revised upward. Sliding glass ee eee = ae eee 
doors, aluminum awnings, prime win- 

[J Sell only 
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FLASHING 
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PRIME WINDOWS 


GUTTERS, SPOUTS 


ROOF ING-STANDING SEAM 
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dows and aluminum roofing have es- 
pecially made progress in dealer distri- 
bution during the past year, according 
to A. L. field reports. 
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Buy Rite..... Buy Feithnhle 3 
The jacuminum COMBINATION STORM DOORS 
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to 
the Rat Race Here is 
the Way 
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END YOUR PROBLEMS WITH.. 
.. Our New Low Prices 

















COMPLETE 
WITH 
ALL HARDWARE 
& NECESSARY 
COMPONENTS 


(Bottom Screen 
Optional $1.00 Net) 



















” Prices are Net 
F.O.B. Factory 


(EAST TAWAS, MICH.) 


Add $1.50 each 
Where Packaging is Required 








11710 CLOVERDALE 


either Lili MANUFACTURING CO. 2i7R0", 2 Michican | 
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Sales by every ‘‘Tom, Dick & 
Harry" on a price basis. 


Lack of nearby and established 
wholesalers. 





Too many inferior quality prod- 





ucts. 








Relatively high price for many 
items. 


Bias for wood on part of many 
lumberyards. 


Insufficient dealer sales aids. 














What's Holding Back More 
Dealer Distribution 
of Aluminum Products? 





The products are ready, but in a 
great number of cases a big, bold 
hand seems to be stemming the tide. 

For aluminum hardware, paint, 
nails, guttering and screening there 
is little, if any, distribution problem; 
these generally flow through the deal- 
er’s normal wholesale channels. An 
uneven flow, however, is the best to 
date for other aluminum building 
products. Success as documented in 
dealer case examples starting on page 
124 are apparent despite of, not be- 
cause of criss-cross distribution poli- 
cies. 


Asked aluminum product 


about 


90 


distribution, a sizable proportion of 
wholesalers and dealers tended to 
agree with a Kansas jobber, who com- 
mented: 

“Price competition from low-qual- 
ity, direct-selling outfits make further 
promotion on our part extremely 
doubtful.” 

Another wholesaler put it this way: 
“Yes, we sell aluminum building 
products—but so does every Tom, 
Dick and Harry.” 

Joe Nadler, vice-president of sales 
for Binswanger & Co., Richmond, Va., 
pointed out that most aluminum prod- 
ucts do not provide a price structure 


nor established channels of distribu- 
tion. He said: 

“The wholesaler buys most of the 
products and puts them in stock. He 
tries to sell them to his dealers, but 
finds in many cases that the dealers 
can buy them at the same price (and 
in some cases at a lower price) than 
the wholesaler. The dealer has the 
same trouble because he finds that 
many of the manufacturers will also 
solicit and sell his builders and con- 
tractors, all near the same prices. 

“Another thing—the manufacturers 
are consistently selling price. They 

(continued on page 92) 
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Start selling profitable packaged chimneys 


Many new homes in your area are being built with prefabricated chim- 
neys. Sell this growing market easily with the Van-Packer Factory-Built Snap-on 


Masonry Chimney. Builders install the Van-Packer because it’s the only "sing cap 


packaged chimney that’s permanent masonry and has an attractive 
asbestos-cement housing that looks like brick. Little inventory required Brick-design 
you get immediate delivery from your Van-Packer Jobber (see Chimneys ?###! housing 

Prefabricated in Yellow Pages). Or ask your Flintkote representative 


about profits with the Van-Packer Chimney next time he comes in. Aluminum flashing 


Masonry flue 
sections 


Snap-lock 
drawbands 


Attractive housing in red, Counter display, national Chimney comes completely 
buff, white, or gray brick col- advertis , Sales aids > packaged in easy-to- handle 
ors with natural mortar lines make your selling job easy. cartons, everything provided. 


4 Van-Packer Company Division of The Flintkote Company 
eT FACTORY -BUILT 
an-Packe MASONRY Chimney P.O. Box Ne. 306, Bettendor!, lowa * Phone: East Moline, Ill. 3-5288 
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have continued to lighten and cheapen 
their products until some of them are 
so light and flimsy that they give a 
black eye to the whole industry. That 
is the-reason in our area there are 
many architects, builders, contractors 
and owners who are turning away 
from aluminum after being enthusi- 
astic users.” 

Quality problem. C. C. Moran, who 
has spent a lifetime in the aluminum 
business, now is the vice-president of 
Cupples Products Co., St. Louis, one 
of the largest fabricators of aluminum 
products. 

“What’s the matter?” asks Moran, 
“Simply, price-buying on the part of 
the home builder. Hardly a major 
fabricator of aluminum windows is 
making money today on residential 
units simply because the builder shops 
only for price. There are hundreds of 
‘alley shops’ with no regard for quali- 
ty, all catering to the builder’s mania 
for cheapness.” Other major prime 
window manufacturers echoed Mor- 
an’s lament. 

Commenting on quality, an Illinois 
wholesaler said: 

“We have distributed aluminum 
prime windows (as well as combina- 
tion products) for some 10 years, 
strictly to lumberyards. Frankly, it 
has been an uphill fight to gain accept- 


te Bennett PA 


CROSS-CUT OR 


RIP 
TILE BOARS 


t 
AMINATES 


And Other Materials! 





WRITE FOR PRICES AND LITERATURE 


RICHARD C. BENNETT MFG. CO. 


LACEYVILLE, PENNA. 
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Retail lumber yards all over the 
U. S. and Canada are using the 
Bennett 2-Way Panel Saw to give 
quick, accurate, cut-to-size serv- 
ice—ct a profit. 


@ ACCURACY—oll cuts ore 


ance from the dealer on prime units.” 

All of this was perhaps relatively 
unimportant as long as dealers viewed 
aluminum products strictly as “traffic- 
builders” which they could sporadi- 
cally merchandise at a “sale price.” 
But, as consumer and builder accept- 
ance is generated by national pro- 
motion from the aluminum producers, 
the dealer naturally seeks the same 
type of distribution protection and 
sales aids which he enjoys from his 
other sources of supply. And to per- 
manently sell a line of products, most 
dealers will stray away from the 
shoddy, at least so far as prime build- 
ing units are concerned. 

Dealer problem. While responsi- 
bilities for criss-cross distribution polli- 
cies naturally rest upon the shoulders 
of manufacturers, the retailer himself 
has without doubt contributed to 
holding back distribution in his favor. 

For example, listen to Lloyd How- 
ard, a New York promotion and 
advertising expert, who for many 
years has advised aluminum combina- 
tion window and door fabricators on 
advertising and marketing and “knows 
his way” around the aluminum indus- 
try. 
“The aluminum combination busi- 
ness grew like Topsy,” Howard 
explained. “Quite naturally, to get a 
foot-hold in the market—mainly home 
improvement—manufacturers went to 
the specialty applicator, who could 
move his special lines in volume, 
quickly. 


NELSAW 


DEFORMED 


BOND 


consistently square. Verti- 
col and horizontal scoles CROSS BAR 
are attached for selective HOLDS SIDE 
cuts. BARS UP 


SAFETY—machine is fool- 
proof. Completely sofe for 
unskilled help. 


RIPS OR CROSS CUTS 
without removing panel 
from machine. 


ONE MAN OPERATION— 
one mon con cross cut or 
rip o 4'x 12’ panel quicker 
thon two men con on o 
table sow. 





AND KNURLED 
FOR A POSITIVE 


MORTAR GRIPS 
ALL THE WAY 
AROUND 


A 


sf 1413 E. MICHIGAN ° 


MW 


“Because the specialty applicator is 
often lacking in reputation and is 
often a poor credit risk, many fabri- 
cators attempted to sell the retail 
lumber and building material dealer 
during the late 40’s and early 50's. 

“Inroads were made in some cases, 
but at that time most 
their wholesaler sources simply re- 
fused to put sufficient promotional 
steam behind what were new and 
relatively unknown products. Today 
the picture is changing—but there 
still remains the need for the retailer 
to sell installation of these products 
to compete with the independent ap- 
plicator. This is not only the way to 
compete with applicators—but is the 
way to secure maximum profits from 
labor in addition to product markups.” 

Howard emphasized that the pro- 
elements in the aluminum 
specialty industry—and this includes 
fabricators of such items as sliding 
glass doors, awnings, shower enclo- 
sures, etc.—recognize the problem of 
poor quality and are taking corrective 
steps. This is confirmed in the article 
on page 110 of this issue 


One of the 


dealers and 


gressive 


potential problems 
which furrow the brows of many 
major aluminum product manufac- 
turers is that “back alley” fabricators 
of specialties, whose plants lack qual- 
ity-control methods, are now produc 
ing prime aluminum products—units 


(continued on page 94) 


FOR BETTER, STRONGER WALLS 


USE WAL-LOK 


MORTAR JOINT REINFORCING 


GALVANIZED 
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BETTER 


WRITE TODAY FOR BROCHURE !! 


DRIAN PEERLESS, INC. 


ADRIAN, MICH. 
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S @) £ ASY ce) Sell B & M architecturally- 


approved, conveniently - 
MA K e 1 (@) N e Y packaged, easy-to-erect 
all-aluminum and all-steel 
carports, with low prices 
O N and long profits for you. 


Beautiful new 
Lol 10%” x 2” roof panel— 
strongest on market 

0s = ~~ 


B & M carports are made and guaran- 
teed by the South’s largest aluminum- 
awning company. They’re beautifully 
designed to sell on sight. New exclusive 
structural roof panel interlocks to give 
complete rain protection. No clips or New interlocking 
screws. Rolled gutter facing in heavy seam—No leakage, 
aluminum or steel lets water drain at no screws in roof area 
corners only. All parts painted, with 











B & M Patios—any sizes 
Ready fo install 


6 x 10’ or 6’ x 12’ 
Utility Rooms available 














SELL A 
10‘x20’ ALL STEEL 
or ALL ALUMINUM 


10-yr. paint 

guarantee. Any 

mage _ CA R P O a 
. spans with no : 

center posts. Standard Low as $] 95 

sizes are: 10’ x 20’, 12’ x 20’, 

10’ x 24’, 12’ x 24’. Posts are MAKE A NORMAL 

heavy 2” x 2” x .055” galvanized PROFIT 

steel. Roof supports 25 Ibs./sq. ft. 

and 40 Ibs./sq. ft. weight. The only 

nationally-advertised 12 x 20 

aluminum carport on the market. QUALITY FEATURES 


B & M Carports are shipped complete in . Heavy Metal 
pe entice a. ready to og te . All around guttering neatly faced 
with easy-to-follow photo instructions. ‘Two ibs bulky Seammwerk 


men can install a B & M Carport in 3 hours. 
Sell one with every new home—or to replace . The only nationally-advertised 12 x 20 aluminum carport 


old carports, sheds, etc. Send in coupon now . Ute 90% wide with uo cont . 
for full information and B & M prices! P' acerca center posts 
. Easiest to install, fewest posts 


See our display at the National Hardware Show 
Sept. 29-Oct. 3, Booth 1442, Coliseum, New York City 


Be M corporation 


i 

1 

1 
HOUMA, LOUISIANA | Nome 

i 
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B & M Corporation 

Houma, La, 

Gentlemen: Please send me full 
information on your carports and patios. 
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which are a permanent part of the 
structure and not simply affixed as a 
“specialty.” 

John Fields, manager of commodity 
sales for Ceco Steel Products Co., for 
example, demonstrated a prime win- 
dow, which retails for about $11, 
compared to $16 to $18 for a “first- 
class” aluminum prime unit. “Even the 
fin is in the wrong place!” he ex- 
claimed. And one hand could twist 
the unit out of whack, making it 
extremely vulnerable to damage at 


the job site. Some aluminum windows 
have even been reported to be in- 
stalled upside down by unknowing 
builders! 

Key wholesaler speaks. The “miss- 
ing link” which can help stabilize the 
manufacturer’s problems and aid in 
dealer and builder education is the 
building material wholesaler. An out- 
standing example of the pioneering 
role which can be played by the 
established wholesaler is exemplified 
by the D’Arcy Co., Dover, N. H. 
Here is Donald D’Arcy’s story re- 
garding combination aluminum prod- 
ucts: 

“In the immediate postwar years, 
we watched the development of the 
aluminum industry with a great deal 


You fabricate window screens, screen doors, 
storm windows and storm doors yourself. 


é x You need not carry large stocks of finished 
units. 
ALCOA §. 





size desired. 


You please your customers by making exact 


You give prompt service. 












































You can obtain all tools and materials from us at low cost 
We sell no completed units — only lineal footage materials 
and necessary hardware for fabrication. A profitable ad- 
dition to your present business with small investment and 


low inventory. 


| Name 


t Ssthensters Tool & Die Co 
P. 0. Box 63 — Powderly Station 
| Birmingham 3, Alabama 
| Please send me full details of how I can fabricate 
| my own units 


| Company 


P.O. BOX 63 
POWDERLY STATION 


ST. 6-6364 


| Address 


BIRMINGHAM, ata,! City —————___— 


Our trained representative will help you set up an efficient operation. 
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of interest. We felt even at that early 
time that sooner or later the day was 
going to come when the lumber dealer 
was going to be an agent for alumi- 
num products. 

“In the summer of 1954 we made 
the big plunge, introducing aluminum 
combination windows and doors to 
the dealers of eastern New England. 
We interviewed many potential sup- 
pliers and finally decided on Capitol 
Products Corp. We felt that it was to 
our advantage to purchase products 
made by a well-known company. 

“While many lumberyards still do 
not realize the tremendous difference 
in two doors or windows, which look 
to them as identical, they do recognize 
the importance of doing business with 
a well-established firm, able to make 
good on its guarantee. That is expect- 
ed of us as a wholesaler and it is 
important that we are able to rely on 
our own suppliers. 

“The first year we began our 
operation too late to really capitalize 
on the fall season,” added D’Arcy. 
“But almost every year since our 
sales have shown percentage gains far 
beyond that of almost any other 
product or line of products which we 
handle. At the present time, aluminum 
accounts for more than 15% of our 
total sales and is increasing in impor- 
tance each month. 

“The aluminum storm window and 
door business is one which rightfully 
belongs to the lumberyard. Still, some 
dealers are reluctant to sell anything 
made of aluminum. We try to show 
them how they can market these 
products properly in order to compete 
with the specialty salesmen. In short, 
they have to get out and sell, ring a 
few door bells and follow through 
with bank financing and installation, 
if necessary. 

“To help the lumber dealer, we 
encourage him to use newspaper. 
radio and TV advertising. We share 
the cost on a cooperative basis. We 
also display our products at open 
houses and home shows sponsored by 
our dealers. Lumberyard customers 
are very happy to learn that they can 
get aluminum combination doors and 
windows from responsible lumber- 
yards. 

“Based on this reaction,” continued 
D’Arcy, “we try to train the lumber 
and building material salesmen to 
stress the reputation of the yard and 
its permanent position in the town’s 
business life. This, coupled with the 
point that our line is manufactured by 
a large, growing concern helps con- 
vince customers of the value of reli- 
able sources of supply. 

“We have found that most New 
England lumber and building material 
dealers do an outstanding job, once 
they see how easy it is to sell alumi- 
num.” 

The policy of dealer education and 
sales assistance, as pursued by D’Arcy 
on combination storm windows and 
doors, can: also be used for distribu- 
tion of other aluminum products. 
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BUILDING PRODUCTS MERCHANDISER 


New Bifold closet doors, packed complete 
with a unique hardware system that allows 
them to be installed in 30 minutes total, are 
a natural for building faster sales and profits 
for you. They save your builder customers 
and they let you sell ¢ 

“package” at a 


time and money, 
clean, 
good markup. 

Made of strong, stable Weldwood Novo- 
ply, the doors require no troublesome 2 x 4 


satisfaction-assured 


studding or framing in, so the builder saves 


For built-ins, furniture, sliding 
doors, partitions, sink tops, 
wherever your customers ask for warp-proof 
stability, strength, and exceptional machin- 


ability, make Novoply your answer. 


folding or 
core stock— 


@ Smooth, flat panel without ripples, ridges, or 
hollows. Virtually warp-proof—there’s no danger of 
costly waste in storage. 

e Exceptionally good machinability, works clean- 
ly with modern power tools, great nail- or screw- 
holding stre ngth—even at its edges. Novoply has no 
grain, so there’s no face checking, grain raise, or 
waste pieces due to grain direction. 

@ Finishes beautifully painted, stained, or natural. 
Handsome wood mosaic faces make decorative 
closet doors and partitions. Also available: Novo- 
ply Premium Grade, phenolic resin-cellulose fiber 
overlaid Novoply for smooth 2-coat paint jobs. 


CEILING-HIGH Bifold doors of sturdy Novoply, unlike 
sliding doors, give complete closet access 


New folding closet 
doors of warp-proof 
Novoply... 


Pre-packaged 
for faster 
installation 

and faster sales 


on materials and at the same time gives 
more usable room space without altering 
his floor plan. This is made possible by the 
Novoply stock. It’s strong enough to allow 
floor-to-ceiling closet faces that are only as 
thick (34”) as the doors themselves. 

Novoply owes its stability and strength 
to its unique 3-ply construction: face plies 
of wood flakes over a wood chip core, each 
of which is resin-impregnated and bonded 
under heat and pressure. 


Novoply has many uses—let them build profits for you 


Just check these features and you'll see 
why the market for Novoply is so big, why 
Novoply meets so many of your customers’ 
requirements, why its versatility makes it 
one of your most profitable sellers. 


e Wide range of sizes for large partitions or small 


cabinets. Thicknesses from *<” to 2” in sheets up 


to Ox if: 


Ask your Weldwood representative 
for complete information on 


WELDWOOD* NOVOPLY" 


Product of UNITED STATES PLYWOOD CORPORATION 


55 West 44th Street, New York 36, N. Y. 
114 branch showrooms in United States and Canada 
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THE 
CHALLENGE 
OF 
ALUMINUM 


SECTION 2 — PART 3 


The hand that has been holding back distribution is lifting . . . 


BREAK-THROUGH TO 
DEALER DISTRIBUTION 


During the past year there has been 
an outburst of marketing programs 
slanted to the retail lumber and build- 
ing material dealer from aluminum 
manufacturers. 

Fabricators are beginning to achieve 
the model distribution flow you see 
charted on the facing page. Perhaps 
the best proof of the trend are the 
aluminum company advertisements, 
which you now see in this issue and 
every issue of American Lumberman. 

Retailers are entering the aluminum 
picture as “key” outlets who buy in 
quantity and stock a sustaining inven- 
tory, or as purchasers of aluminum 
products on a individual-order basis. 

The growth of dealer-assembly of 
components such as wallpanels and 
roof trusses has influenced many ex- 
truders to ship K.D. aluminum parts 
direct to dealers or wholesalers. The 
increase in dealer installation depart- 
ments (prompted in many cases by Art 
Hood’s management workshops) has 
influenced other aluminum producers 





—Courtesy, Air Master Corp. 


HARDNESS OF METAL should be demon- 
strated by your supplier. Low-end priced 
lines usually have ‘‘soft’’ aluminum. 


to view the lumberyard as a strong 
direct competitor to the specialty ap- 
plicator. 

Obtaining established building ma- 
terial wholesalers for some aluminum 
products is not always an easy task. 
But there is increasing reliance on a 
comparatively new type of jobber— 
the broad-line metal products whole- 
saler selling 100% to dealers. 

The following roundup documents 
some of the manufacturer successes 
in reaching the retail dealer. Other 
examples will be published in forth- 
coming issues of A.L. 

“Most important.” Ware Labora- 
tories, Inc., Miami, Fla., is one of the 
largest manufacturers of prime alu- 
minum windows. W. L. Hunter, Ware’s 
sales manager, told American Lum- 
berman that he looks to the lumber 
and building material dealer as having 
the “greatest potential for aluminum 
producers.” 

“Our marketing cycle has included 
sales by steel distributors and depend- 


CHECKLIST FOR SELECTING ALUMINUM PRODUCTS 


PRODUCT POINTERS 
Quality of product: 

Hardness, toughness of metal? 
How is product fabricated? 
Visual design? 
Ease of installation? 
Meets FHA standards? 
Advantages and improvements 


over competition or items al- 
ready handled successfully? 


What sales training will | need? 


Suitable for self-service? 


New construction or remodeling 
market? 


Guarantee? 





ence upon the specialty salesman. 
Many of the specialty people who en- 
tered the building field during early 
postwar years proved to be better 
salesmen than businessmen and failed. 
Those who remain are dependent on 
the sale of a few items, so their ac- 
quisition cost is high and they must 
have volume. This makes their oper- 
ation possible only in the very active 
building markets, where aluminum 
windows run about 50% in usage. 

“We at Ware feel that aluminum 
windows have reached that degree of 
public acceptance where the building 
material dealer is the most important 
outlet of all. Each dealer is in the 
strategic local position to sell the 
building industry in his area, We are 
gearing our marketing to the dealer, 
including more retailer sales aids. Fac- 
tory-trained salesmen in the field are 
now available for service work, when 
necessary. 

“Of special interest to the dealer is 
that our new awning window has alu- 





DISTRIBUTION POINTERS 


Exclusive franchise? 
Manufacturer's and distributor's 
reputations? 

Frequency of delivery? 

How strong is local competition? 
Sales tools available? 
Advertising allowance? 

Sales training and product dem- 
onstrations available? 


Discount schedules? 
Pricing policies? 
Inventory investment? 
Can buyers finance? 
Store display available? 


How will product supplement 
present lines? 
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MODEL DISTRIBUTION FLOW for ALUMINUM PRODUCTS 


(A selection of patterns for nationwide, efficient, permanent distribution) 


1. Local Warehousing 
2. Consumer-Builder 
Merchandising 


3. Local Fabrication f 
\Dealer Application 


— IMPROVEMENT 












| FUNCTIONS FUNCTIONS 


End-Users 


1. Régional Warehousing 


2. Dealer Sales Staff 
3. Fabrication 
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minum glazing bead and screen at- 
tached—packaged in a durable card- 
board carton that protects the window 
from factory to job site.” 

“Back-up the dealer.” The General 
Bronze Co., Garden City, N.Y., is 
another major prime window producer. 
Harry Gould, sales manager, explained 
that it is his company’s policy to work 
through the retail lumber dealer. He 
said that in the largest cities General 
Bronze distributors sell the builder, 
but outside of these major points, win- 
dows are promoted through lumber- 
yards. “The dealer has played a big 
role in funneling our national model 
home sales aids to builders,” he added. 

“New dealer window.” C. C. Mor- 
an, executive head of Cupples Prod- 
ucts Co., St. Louis, said that his com- 
pany will soon announce a new alu- 
minum window that will retail for 
about 30% under the price of Cupples’ 
deluxe unit. 

“It will be competitive, but not as 
low as the cheap units which have 
given such a black eye to the entire 
aluminum industry,” he said. 

Dale Foulton, Cupples, sales man- 
ager, said the firm is adding new dis- 
tributors who sell 100% to lum- 
beryards, with several outstanding 
wholesalers already established. Foul- 
ton remarked that their lumberyard 
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THIS MODEL shows four ways to work through the retail lum- 
ber and building material dealer. A network of wholesalers 
and retailers relieves the aluminum product manufacturer of 
costly inventorying and direct shipments of token orders. The 
dealer's close ties with builders and his increasing stature as 
a consumer merchandiser, coupled with the lumberman's out- 
standing credit rating, are reasons why this is known as the 
Model Distribution System. 


distributors are maintaining _ profit 
margins for both jobber and dealer, 
whereas specialty distributors are be- 
ing pitifully squeezed on margins. 

“Dealer is backbone.” DeVac, Inc., 
Minneapolis, has achieved rapid 
growth as a manufacturer of alumi- 
num combination windows, doors and 
porch enclosures. DeVac is now mar- 
keting on a national scale. 

“We distribute through a network 
of distributors in most market cen- 
ters. More important, sales are made 
by more than 250 retail lumber and 
building material dealers,” said pres- 
ident F. W. Hetman. 

“We consider the retail dealer as 
the backbone of our sales because he 
is usually a community leader, a stable 
merchant of high repute. 

“We take great pains to attract deal- 
ers. We offer a retail markup suffi- 
cient to assure proper merchandising 
and promotion. We conduct a regular 





program of national advertising. We 
have direct-mail literature, counter 
cards, displays, etc., keyed to the lum- 
beryard.” 

“Thanks to dealer.” One of the most 
spectacular marketing successes in the 
aluminum building product field is 
that of Capitol Products Corp., Me- 
chanicsburg, Penna. Founded in 1952 
by its president, Eugene Gurkoff, the 
first year’s sales were $400,000. Last 
year the company totaled $17 million 
sales and this year it expects a rise of 
about 25% over last year. This April 
the company opened a new plant in 
Hazleton, Penna., for exclusive pro- 
duction of doors; more recently, it 
opened a new plant in Sherman, Tex. 

“We thank the lumber and building 
material dealer for a great deal of our 
growth,” said Arthur G. Whyte, Jr., 
vice-president in charge of sales. He 
explained that Capitol aluminum prod- 
ucts are stocked for dealer delivery 
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by some 30 wholesalers who assemble 
Capitol units and some 75 who dis- 
tribute assembled units. Either type is 
ready to serve the lumber dealer. The 
distributor network is still expanding. 

Capitol is now adding thresholds, 
new prime windows and jalousies. “We 
aim to be the largest manufacturer of 
aluminum building products in the 
country and we will continue to work 
through the building material dealer,” 
said Whyte. “The future of the alu- 
minum fabrication business is with 
large companies such as Capitol, with 
quality-control manufacturing which 
enable us to stand 100% behind our 
products to the dealer. 

“Merchandising help.” A pioneer in 
selling aluminum combination doors 


and windows to the lumberyard is the 
Weather-proof Co., Litchfield, Ill. A 
onetime specialty applicator in Cleve- 
land, Harold Horowitz foresaw the 
inevitability of dealer distribution. 

After selling direct to dealers, 
Weather-proof established a national 
network of wholesalers, which regu- 
larly serve lumber dealers. The com- 
pany has not lost a single wholesaler 
during the three years of building this 
network; some of the industry’s most 
reputable jobbers are on its list. 

“Our success has hinged on strong 
sales training for dealers with our dis- 
tributors,” said Horowitz, “together 
with a strong dealer sales aid program 
and a seal of approval campaign.” 

Weather-proof marketing men work 
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with their jobbers to train dealers in 
aluminum specialty selling. The cal- 
iber of these wholesalers is shown by 
such companies as Bayonne Steel 
Products, Newark, N.J.; Building Sup- 
plies, Inc., Spokane, Wash.; Midland 
Building Industries, Inc., Indianapolis, 
Ind. and Morrison-Merrill Co., Salt 
Lake City. 

Weather-proof has supplied some 
500,000 catalog pages on Wepco prod- 
ucts to dealers in 1957, in addition to 
75,000 door and window streamers, 
two million envelope enclosures and 
some 23,000 ad mats. 

L. Davidson, administrator of sales, 
said that Weather-proof processed al- 
most 2,000 advertising credits last year 
to dealers in its ad program. This 
means, he said, that there were about 
60,000 column inches of ads of Wepco 
products by lumberyards during the 
year. 

A new merchandising program is 
built around a plan that will get pros- 
pects into a dealer’s store to see prod- 
uct demonstrations at a cost to dealers 
of only 25¢ per prospect. 

An expanded line of aluminum 
products is now being planned by 
Weather-proof, possibly including 
prime windows. 

“Understanding the dealer.” “When 
we first called on building material 
wholesalers to serve lumberyards, 
many of them refused even to let us 
in the door,” recalled Bernard Rosen- 
berg, director of marketing for Tek- 
Bilt, aluminum combination window 
and door maker in Hackensack, N.J. 

But Rosenberg and his associates 
persisted and late last year developed 
a full-fledged distribution program 
for Tek-Bilt, 100% to lumberyards 
through distributors. 

With Bildisco, Inc., an Elizabeth, 
N.J. wholesaler, Tek-Bilt engineered 
a profit-plan that includes exclusive 
retail territory; scheduled delivery, 


DEALER EDUCATION by Weather-proof 
Co., manufacturers of Wepco com- 
bination doors and windows, takes form 
of wholesaler sales training meetings 
for retailers. Scene above is a meeting 
in Newark, N. J., with M. R. Steenland, 
right above, of Palisades Park (N. J.) 
Lumber Co., discussing sales pointers 
of a Wepco unit with Seymour Herr, 
left, of Bayonne Steel Products Co. and 
Marty Bennett, Wepco executive. Other 
recent dealer clinics have been staged 
by Hass Wholesale in South Bend, Ind., 
and Morrison-Merrill Co., Salt Lake City. 
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LESS STORAGE SPACE LESS TRANSPORTA- LESS HANDLING COST LESS WEIGHT 
70% more L+O-F Glass Fibers’ TION COST—Enough in- No lift trucks required. Light- Enables dealers to utilize loft 


Home Insulation can be stacked sulation for two homes still weight packages are easier to space without worrying about 


in same storage area than other leaves ample space on light stack, handle and load. floor load. 


types of insulation. truck. 


TURNS OVER FASTER BECAUSE IT CAN BE INSTALLED 
FASTER...WITH MORE HOME COMFORT FEATURES... THAN 
ANY INSULATION ON THE MARKET TODAY! 


Available in regular widths and three thicknesses. A phone \ re | = 
weet 


call to your nearest distributor assures immediate delivery. 
For his name, write: L-O+ F Glass Fibers Company, Dept. Mag V9 alae 
58-98, 1810 Madison Ave., Toledo 1, Ohio. 
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protection from distributors; — sales 
training, sales kits, brochures, a 20- 
year guarantee, competitive prices. 

An outstanding success has been a 
showroom merchandiser, which oc- 
cupies only six square feet of floor 
space but fully displays a complete 
line of combination products and alu- 
minum canopies. 

During an eight-month period, Tek- 
Bilt developed 25 active distributors 
selling to lumberyards in 13 states. 
The firm is now opening a midwest 
plant and is rapidly expanding terri- 
tories. Tek-Bilt sales will be over $2 
million for the first year! 

“Our program is really a way of 
thinking—understanding the problems 
of the dealer as distinguished from 
the ‘suede shoe’ installer,” said Rosen- 
berg. “That is why we created our 
training programs for dealers at the 
distributor level. We understand the 
need to be a service business rather 
than strictly a product business.” 

In a dealer sales meeting staged by 
distributor Bildisco, a dramatic skit 
portrayed the “criminal lineup” of 
the “fast-buck boys” whom the lum- 
beryard must out-sell. The specialty 
applicator was described as a perfect 
example of the faulty foundation upon 
which some very lucrative specialty 
business has been built . . . but violat- 
ing every rule of business ethics. This 
was followed by a detailed sales train- 
ing course in Tek-Bilt products. Dur- 


WARRANTY CERTIFICATE issued on com- 
bination windows and doors by Tek- 
Bilt Co., whose aluminum products are 
distributed exclusively by wholesalers 
serving lumber and building material 
dealers. 

ing the first six months of this year, 
Bildisco sales were up 112% com- 
pared to 1957; Arthur Gershon of 
Bildisco said the firm now has over 
325 retail lumber dealer accounts sell- 
ing aluminum products. 

“High gear.” Early in 1956, Alu- 
minum Industries of Milwaukee was 
enjoying good business on its com- 
bination windows from specialty ap- 
plicators. But executives Irving J. 
Moss and Clifford Bragman, looking 
at the future, decided that their prod- 
uct rightfully belonged with lumber 
yards. 

As a test, 1,000 letters were mailed 
to Wisconsin yards, quering their in- 


! Cut installation time 


TE 
mMEDIATE 
DELIVERY » 


COMPLETE 
PRE-ASSEMBLED 

SET 

Includes aluminum jamb 
cover, steel flocked spring 
balances, spring covers. 
COVERS RIVETED 
PERMANENTLY. 


One piece for each side of double 
hung window! Just fasten the sash 
and the job is done. Installation 


WEATHERSTRIP 


AND 


\ SASH BALANCE 


terest. An amazing 30% favored the 
idea. 

Next was the engineering of a low- 
cost, exclusive unit for dealer distri- 
bution—one which would be competi- 
tive with applicators. Named “Viking,” 
the new window was backed with lit- 
erature, ad mat and store displays. As 
the Viking hit the market, specialty 
applicators tried to buy it, said Moss 
—but the manufacturer risked its fu- 
ture on the lumber dealer instead. 

A year and half later, Aluminum 
Industries received orders in one 
month from 174 yards in Wisconsin 
alone. The window is clearly marked, 
“Sold Through Lumber Yards Only”. 

Extremely important was the deci- 
sion to market through regional mill- 
work firms, the dealer’s regular source 
of supply. A network of these dis- 
tributors is being built today and the 
manufacturer is developing a format 
for sales meetings at millwork jobber 
level. 

Millwork distributors can add man- 
ufacturing facilities for the Viking 
line with an investment of a few thou- 
sand dollars. This plan has shifted the 
Viking sales into high gear, says Moss. 

“Lumber dealers have shown that 
they are real merchants and that they 
can take a product like ours and turn 
it into a valuable profit,” he adds. 
Dealers are using our promotional ma- 
terial; we are getting more than 10 
weekly dealer ads in Wisconsin papers 
alone.” 

During the next 12 months, the firm 
will open new distributorships. Also, 
new products such as a_ three-track 
combination window, a_ self-storing 
door and a jalousie will be introduced. 

A typical letter to dealers from 


CLPEALER POINTERS 


time is half! Speeds window produc- 
tion, too! Increases profits! Complete 
range of sizes for all frame openings! \ 


Gives silent dependable \ 
operation plus tightest 
possible seal. Check with 
us today for prices. 


Panel Sale Gets Results 
Special attention to the firm’s stock 
of paneling materials was created at 
Farrell Lumber Co., Seattle, Wash., 
recently by staging a paneling sale. 
Manager T. L. Farrell said the sale 
was intended to produce two results 
in addition to boosting paneling sales. 
First it was to call the customer’s 
attention to the firm’s new telephone 
number and to highlight the fact that 
the yard was being kept open on Sat- 
urdays. Secondly, it was hoped that 
homeowner trade would be increased. 





SEND FOR THIS 
FREE 
CATALOG 











~ CENTRAL METAL STRIP CO. 


HICAGO 18, ILLINOIS JU niper 8-8036 


4343 N. WESTERN AVENUE oe 


Circle No. 20 on Coupon, page 168 September 1, 1958, AMERICAN LUMBERMAN AND 





Aluminum Industries states its policy: 

“We have restricted Viking distri- 
bution to lumberyards. And, in order 
to give you proper price protection, 
we will not give Viking windows to 
‘direct sales’ outlets that would use 
them as leaders for ‘bait advertising’.” 

Jobber network. In Detroit, Wisco 
Inc., manufactures a full line of alu- 
minum building products including 
storm windows and doors, prime win- 
dows and custom extrusions. A. H. 
Greenberg, general sales manager, told 
American Lumberman: 

“We recognize that the only way 
for the retail dealer to know a reliable 
aluminum product is to buy from a 
reliable, close source of supply. There- 
fore, we are rapidly building a jobber 
network to sell through the retail deal- 
er. About 50% of our production now 
goes through such jobbers and new 
ones who qualify are being added 
monthly. 

“It is my belief that the time is not 
too far away when an aluminum build- 
ing product will be just as familiar 
to the dealer’s customer as any wood 
product he is presently handling. That 
is why we are gearing up for increased 
distribution through the lumber and 
building material dealer.” 

Dealer-fabricators. Lumber dealers, 
who are interested in becoming man- 
ufacturers, can get an exclusive fran- 
chise under the distribution program 
for aluminum specialties from Air 
Master Corp., Philadelphia. 

Dealers who become part of the 
program to make aluminum combina- 
tion windows, doors and _ jalousies 
supply floor space and a good credit 
rating. Air Master provides tooling, 
training and continuing technical as- 
sistance. Even equipment replacement 
is part of the program. 

“When we accept a local dealer as 
a licensed manufacturer we set him up 
in business, including a market survey, 
and help him until he is in production,” 
said Frank Germain, sales director. 

During the past four years, Air 
Master has set up 32 independent lo- 
cal plants in 20 states under its fran- 
chised system. “The retail lumber 
dealer and wholesaler is a logical man 
to become an aluminum fabricator 
under our system,” said Harvey Hewit, 
Air Master president. 

“No applicators.” Hank Reto, sales 
manager, Minerva Aluminum Co., 
Minerva, Ohio, said: 

“Our sales through retail lumber- 
men have increased approximately 
60% over last year. Our present sales 
to specialty applicators is almost nil. 
The big reason for our success is sim- 
ply that we can walk into a retail 
lumber operation and sell him com- 
bination doors with a guarantee that 
he will not be competing with any 
‘suede shoe salesmen’ selling our lines.” 

Awnings, railings. National Alumi- 
num Products Co., Pittsburgh, is one 
of the largest suppliers of aluminum 
awnings, grilles, mail box stands, gar- 
den trellises, patio and carport struc- 


(continued on page 104) 
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THE ONE DOOR WITH ALL 
THE ADVANTAGES OF ALU- 
MINUM PLUS ABSOLUTE RI- 
GIDITY , LIFETIME DURABILITY, 
AND UNSURPASSED BEAUTY! 


honeycomb is 
bonded to inside 
surfaces with a 


super aehevire PRICED \ 
virtually unbreak- 
able weld. 
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GET THE FULL, EXCITING. 


Endure-A-Lifetime Products, Inc. AL 
2375 N. W. 75th Street 
Miami, Florida 

Please send free information on Honey- 
comb Endure-A-Dor. 
eel AE 
Address_ 
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AND — IT’S MODERATELY 


EXTRUDED 
ALUMINUM 
CHANNEL SEALS 
ALL EDGES— 
INTERLOCKS WITH 
HINGES 


THESE FEATURES 
MAKE ENDURE -A-DOR 
A “BEST SELLER” 


One-piece aluminum faces—cannot rot, 
cannot check, cannot warp. 

Light weight—easily transported, easily 
installed. 

Maintenance practically nil—never needs 
painting. 

Extruded aluminum channel seals all 
edges and interlocks with hinges for 
extra strength. 

Resin impregnated honeycomb bonds to 
interior of aluminum faces to assure a 
rigidity found in no other type of door. 
Comparable in cost to ordinary types of 
exterior doors. 
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The “MIDWESTERN” Aluminum Combination Door 


The piano hinge is used throughout the aircraft and auto- 
motive industries, where strength and endurance are 
vital, where lives depend on its function. The cost of a 
piano hinge is double that of ‘‘barn door’’ types .. . but 
only the modern piano hinge blends with the style of 
today’s quality aluminum doors. 

The full length piano hinge is guaranteed for the life of 
the door. Specially designed, hardened hinge, pocketed 
for automatic alignment on door, to assure an easier and 
stronger installation. 


Kick Plate is Designed into Door ...No Exposed Screws, Anywhere 


Quality American Glass is used in all Flynn Doors... 
We Do Not Use Foreign Glass. 


Completely Weather Stripped with Silicon Treated Schlegel Wool Pile 
Our Own Modern Fleet 


Provides: 
PROMPTNESS EFFICIENCY ECONOMY 


SERVES THE 
GREAT MID-WEST 


ALL EXTRUDED ALUMINUM PRODUCTS 
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DOOR WINDOW ACTION 


Cc. M. FLYNN, MFG. CoO. 


601 SOUTH HARDING ST. 


INDIANAPOLIS IND. 
MElrose 8-6592 


26051 MICHIGAN AVE 
INKSTER, MICHIGAN Near Detroit 
LOgan 5-9200 
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THE FINEST 
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“Lhe Viking” Tite Action 


Schlegel Wool Pile Exclusive tubular 
Weather Stripping frame section 
at all points (will not bow or bend) 
(top, center and 
both sides) All Nylon Hardware 
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Lubricating) 
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tures. “Whenever possible, our prod- 
ucts are sold through distributors, who 
sell to the local dealer. We sell direct 
to dealers only when we do not have 
a wholesale distributor in their area,” 
said W. H. Silvers, sales manager. 

“Our distribution network is con- 
stantly expanding and we are con- 
tinually on the lookout for wholesale 
distributors to service the many dealer 
inquiries that we receive daily from 
all over the country.” 

“500 dealers.” Speaking as a man- 
ufacturer of ornamental specialties 
C. Howard Smith, sales promotion 
manager of Elite Fabricators, Bel Air, 
Md., said: 

“We sell our ‘Homecraft’ line 


through 500 retail dealers and six dis- 
tributors. We allow a volume per or- 
der discount to the dealer of 35%- 
48%, figured on retail prices. We fur- 
nish sales literature, ad mats, co-op 
advertising and sales training. Our 
hope is to sell almost entirely through 
wholesalers to dealers.” 

Smith said that the most popular 
dealer item is railings and columns— 
used for interior or exterior of the 
home. They come K.D. and packaged 
for the do-it-yourself trade. 

“Key dealers.” The best plan for 
retail sales of sliding glass doors and 
shower enclosures, according to Alex 
Miller of Daryl Products Co., Miami, 
is this company’s “key dealer” plan, 


The New Showman Fork Lift 


Lifts 4000 lbs. at 24" Load Center 


* Tractor power steering with special 
Sherman steering valve and linkage 
provides maximum maneuverability. 

* Special implement bar for quick ad- 
justment of fork width or to attach 
and detach accessories. 


High carbon steel inner-rails with 
replaceable bearing plates between 
inner and outer tower rail masts 
to reduce wear. 


which is available to any building ma- 
terial merchant who can buy in quan- 
tity. 

“As our production and distribu- 
tion grows we are setting up dealers 
across the country,” said Miller. 

“Of special interest to the lumber- 
yard is our new low-cost Patio-Rama 
sliding glass door, which is designed 
specifically for the merchant builder, 
to be sold through local dealers. You 
can see this unit at the coming 
NRLDA Exposition in Chicago.” 

“Carport merchant.” Hunter Doug- 
las Aluminum Corp., a subsidiary of 
Bridgeport Brass Co., has selected lum- 
beryards as outlets for its H/D Mul- 
ti-Port aluminum carport or patio cov- 
er package because “they are leaders 
in sales to the do-it-yourselfer,” ac- 
cording to W. O. Spiess, advertising 
manager. 

“The lumberyard sells outdoor liv- 
ing products and usually has display 
space for a model Multi-port, which 
can serve as a covering for outdoor dis- 
play of related items. Our plan pro- 
vides a 40% gross margin on a rela- 
tively big-ticket sale and by purchasing 
in reasonable quantities the dealer can 
run this profit up to 50%,” said Spiess. 


* * 1 


Space limitation prevents the docu- 


Cross-braced inner channel 
to prevent side sway or 
distortion under load. 


Special tank de- 
sign for maxi- 
mum : visibility. 


mentation of all aluminum producers, 


* Counterweight box can be properly 
who are swinging to dealer distribu- 


weighted to compensate for any load 


within capacity of the unit. 

* Control handies within easy reach 
of operator. 

* Tower can be tilted full ten degrees 
backward or forward. 


EASY OFF-CENTER LIFTING 
Frictionless travel for normal, as well as 
off-center, lifting applications is provided 
by four large carriage rollers mounted on 
shielded roller bearings, and four hard- 
ened, self-lubricated, individually ad- 
justable side thrust rollers. 


Tractor mounted, the Sherman Fork Lift 
moves easily over any ground under any 
weather conditions. It travels every place a 
tractor can go. Because of this, many 
owners have been able to transform un- 
surfaced areas into productive storage 
spaces—and paid for their Shermans by 
eliminating paving costs. 

Since the steering wheel and the 
driver’s seat are reversed, the Sherman 
Fork Lift moves in the opposite direction 
from normal tractor operation. This puts 
the big rear wheels under the load for 
extra lifting safety, maximum traction, and 
a cushioned ride for fragile loads. 

The Sherman reversing transmission 


provides the same flexibility of speeds in 
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Individual brakes 
for close turns. 


Open channel-ends 
to prevent dirt ac- 
cumulation and to 
facilitate service of 
carriage and rollers 
without dissembling 
mast. 


Heavy six inch chan- 
nel sub-frame. 


reverse that the tractor has in forward 
gears .. . quick shift, reverse direction in 
any gear speed. 

The Sherman is also available in an 
“R” Model, that does not reverse the 
steering or the operator’s position. Tractor 
power steering is available. 

Because the Sherman is distributed 
through Ford Tractor dealers, service 
facilities and spare parts are always avail- 
able when needed. ‘ 

Find out today why the Sherman Fork 
Lift will soon pay for itself in labor saved. 

Write for Bulletin No. 1184. 


ase | lat} 
SHERMAN PRODUCTS, INC., Royal Oak, Mich. 
POWER DIGGERS « LOADERS « FORK LIFTS* 
SOIL WORKING TOOLS « CRANES AND EXCAVATORS 


*Mfd. Exclusively for Sherman Products, inc., 
by K-D Mfg. Co., Cleburne, Texas 
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tion, working toward one or more of 
the patterns shown in the distribution 
flow chart on a preceding page. 

But, as previously mentioned, mar- 
keting plans for the dealer can be 
identified by those companies seeking 
the dealer through the advertising 
pages of American Lumberman. 

If further evidence is needed on 
the trend to aluminum distribution 
through dealers, it is dramatically 
shown in the following Section 3 of 
this report, containing more than 20 
pages of articles as reported from the 
field among lumber and building ma- 
terial merchants. 


Inside-Out Awning 

A fiberglass and aluminum awning 
attached to the inside of a window 
at E. H. Menne Lumber Co., Pitts- 
burgh, Penna., is unusual enough to 
attract customer attention, according 
to manager Ed Watton. The window 
is of standard width for the area, 
so customers can see at once the small 
investment needed to equip their 
homes with awnings. A price tag, vis- 
ible from a distance, hangs on the 
front edge of the sample awning. 
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Donley products combine 
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materials and modern 

manufacturing methods... 
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customers. 

Today ... after sixty-five 

successful years ... Donley 

knows that quality pays .. . for 

our dealers ... their customers 
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The Donley Brothers Company 
13928 Miles Ave., Cleveland 5, Ohio 


Please send more information on . . . 

(C Ventilators (C0 Access Doors (C0 Mortar Boxes & Tubs 
(CD Joist Hangers 0 Area Walls 0 Utility Windows 
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| can't 


make Out this price. 
I'll have to ask 


" someone... 








Every time this happens... it 
can cost you money (3 ways) 


Just imagine what this little scene does to a customer's 
confidence! Multiply that by the number of times it hap- 
pens each day and you can add up a sizeable loss! How 
many times does this lead to charging the wrong price? 
And how many minutes are wasted each sales day in this 
guessing game? So — you lose (1) confidence. (2) in 
wrong sales prices, and (3) in time. 

Build confidence (and avoid losses) with neat, legible 
Monarch Price-Marking. 


SENSO 
Labels are 
pressure- 
sensitive — 
need no 
moistening 


==<<=== Fil] out and mail coupon for information. ======= 


© tt MONARCH marxinc system co 


216 South Torrence St ® Dayton 3, Ohio 


Without obligation to me, please send information on Model 20 
Dial-A-Pricer, and sample labels. AL958 
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THE 
CHALLENGE 
OF 
ALUMINUM 


SECTION 2 — PART 4 


Markets, Margins 


Aluminum building products fall into both the home 
improvement and new home markets. In general the term 
“prime”—such as prime windows—indicate strictly new 
construction potential in aluminum, although there are 
some aluminum prime products used in remodeling. 

Markups on cost for “specialties” will range as high as 
70% for the retailer, although competitive conditions have 
tended to reduce the high markups in recent months. An 
average figure might be 3344% markup on cost or 25% 
discount from suggested retail selling price. Dealers should 
remember that higher markups must be obtained to off- 
set relatively high promotional costs that accompany 
introduction of a new product. 

Prime aluminum building products will generally real- 
ize a 25% markup above cost, sometimes higher de- 
pending upon competition and purchasing volume. In some 
cases dealers have reported 40% markup on costs for 
aluminum roofing and siding; these are exceptional. 

Lumber dealers often obtain additional profits by pur- 
chasing aluminum extrusions or parts and assembling the 
products in their shops. Some manufacturers of both prime 
and specialty products have sales programs of this type. 

Homeowner sales. Sales to builders and contractors on 
both prime products or specialties for new homes or 
contractor-controlled remodeling are usually handled by 
the dealer’s regular builder salesmen, with normal salary 
plus commission on sales of individual products or whole- 
house packages. 

The aluminum specialties can also fit the dealer's 
package” remodeling programs where his salesmen will 
sell room additions, house face-lifting, etc. 

However, in urban areas dealers are advised by most 
producers to create a speciaity outside sales staff (or at 
least one salesman), who will compete directly with special- 
ty applicators. This means an extra profit for installation 
service on specific aluminum products. 

Arnold A. Wasserman, a business counselor specializing 
in aluminum specialty sales management, told American 
Lumberman that the weekly draw for most aluminum 
specialty salesmen is between $60 and $100 per week at 
the start, depending on background and needs, in form of 
advance commission. 

“When the commission account shows a reserve of 
three times a figure higher than starting draw, a higher 
draw of a third of the reserve is then established. Commis- 
ions are based on installations,” explained Wasserman. 
“Commissions start at 15%. Quota established at $50.,- 
000 annual volume. For each $5,000 over $50,000, an 
additional retroactive commission of 1% will be credited 
to the salesman’s account.” 

A salesman’s schedule devised by Wasserman is as fol- 
lows: 


MINIMUM QUOTA $50,000 
BASE COMMISSION 15% or $7,500. 
$50,000 sales .... 15% 
5,000 sales .... 15% 
5,000 sales .... 15% 
5,000 sales .... 15% 
5,000 sales..... 15% 
5,000 sales .... 15% 


BONUS $3,250 
Total on $75,000 sales—$14,500. 

Wasserman said to contract a salesman for 12 months; 
if he quits or is fired he forfeits bonuses. Salesmen are to 
submit daily reports in all cases. Commissions are paid on 
90% of the total sales cost of the job; 10% is reserved for 
installation which is not commissionable. 
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Another important promotion...from Zonolite ! 


“ASY-TIM 


HERE! 


Oil up your 
Cash Register— 
you’re going to 

be using it 


That’s right! Zonolite’s ‘“‘Easy-Time” Fall 
Campaign is the best medicine for the tight 
money economy. Turns hard-times into 
“‘Easy-Time”’ selling. Brings business your 
way like a magnet! 


It’s another “‘first’’ for Zonolite! Get your 
full share of ‘“‘Easy-Time”’ Fall profits by 
capitalizing on the advertising power, promo- 
tion, and free merchandising service offered by 
Zonolite Company. The coupon starts you off! 


e 
FOR YOUR FA 
This dominant, full page ad appears in M a i| Co (| p 0 n te apg 


BETTER HOMES & GARDENS—OCTOBER 





ZONOLITE COMPANY, Dept. Al-98 
135 S. LaSalle St., Chicago 3, lil. 


Launching a round-the-season schedule of hard-hit- 
YES! | want “Easy-Time” fall profits! 


ting Zonolite advertising in other leading magazines. cit ee At detain ond Kole aabeitek. 


American Home e New Homes Guide e House Beautiful’s iain 
Building Manual e House & Garden’s Book of Building « 
Popular Science ¢ Popular Mechanics e Workbench e 


Mechanix Illustrated e Family Handyman 


Company 


Address 





City__ 
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NEW; FIRST AGAIN! 


TEST improvement in the 


Aluminum Siding field! 


NEW IMPROVEMENTS FOR 
PRODUCT BETTERMENT! 


1) New! —<— Self-Leveling Lock-Slot! 


A precision Development that guarantees 
Perfect Alignment of every job. 


@ New! Tension-Tab-Tighteners 

Exclusive Development that makes it 
easy to set each panel “right” even when house 
is not plumb. 





WEATHER-TIGHT.. 
~ mh 


te 


OF THE FIELD! 


IT’S IMPORTANT TO KEEP AHEAD 








© Wew! pre-punched Nail Holes 

The applicator’s delight .. . 

Easy Installation! 

© New! Copper-Seal Finish 

Protection where the Eye Can’t See! 
© New! Factory-Notched Ends 

Saves on-the-job cutting. 

Saves Labor, Time and Costs. 


© New! Weep-Holes 


Completely minimizes condensation. 


A FULL LINE OF SALES AIDES... 
AD MATS, BROCHURES, SLIDES, PRICE 
LISTS, AND A COMPLETE “‘PITCH-BOOK” 
DESIGNED TO SELL! 
Available in a large variety of 
BEAUTIFUL FIRE-BAKEDPASTEL COLORS 
WHITE ¢ GRAY @¢ YELLOW 


GREEN © PINK e¢ IVORY 
e BLUE @ 


SALES COME EASIER WHEN YOUR SIDING IS BETTER! 


CALL, WRITE OR SEE US AT 


U.S. ALUMINUM SIDING CORP. 


10551 ANDERSON PLACE 


These rugged lifetime aluminum driveway guides 
sell like “hot cakes.” Equipped with high power 
Stimsonite lenses, front and rear. Reflects head- 
light beams. Nothing to rust. Made in 3 sizes 
to meet every requirement. 


Dun-Wor Rustless Plaminum 


LIST PRICES 


No. 220 20” tall, 1” reflectors, 
le”x'” body stock 


Ne. 230 30” tall, 154” reflectors, 
3/16"x34” body stock .. each 1.45 hh al 


No. 236 36” tall, 3” reflectors, display 


3/16”x34” body stock .. each 1,95 . 2 coctures 
i . 


DUNCAN-MORRIS CO. 
48 N. VALLEY ST. ° AKRON, OHIO 
Circle No. 72 on Coupon, page 168 


FRANKLIN PARK, ILL. 
Circle No. 49 on Coupon, page 168 


Gladstone 5-7200 


Get into a New | 
sea Profitable Field # 


CAME 


SEWAGE CHEMICAL 
DEPARTMENT 


Not just one cure-all . . . but an item for every need 


Enter a new and profitable field. Add a department 
that takes little space . .. with products that are 
pre-sold by powerful advertising. How? Install a Camp 
Sewage Chemical Department. It’s easy . . . simple 

- inexpensive. These chemicals are a necessity for 
your customers. You'll be doing them a favor and 
making a big profit at the same time. 


Circulars - Bulletins - Signs - Store Displays 
Merchandising Aids - Cooperative Adver- 
tising Programs - Ad Mats - Freight Allowance 


@ Cesspool & Septic Tank Cleaner 
Cesspool & Septic Tank Conditioner 
Rootaway Sewer Cleaner 
Drainfield Cleaner 
Privy Cleaner 
Instant Drain Pipe Cleaner 
Revivit Sewage Enzymes 


Sewer - Cide 
Write today for complete plan — no obligation 
Nationally Known Nationally Advertised © Nationally Accepted 


CAMP CHEMICAL CO., INC. 
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There's more in use 
than any other brand 


its your best bet... for sales! 


because USS American Fence has... 


# Proper Galvanizing to give your customers USS American Fence is still the all-time 
years of extra service under all weather favorite . . . still the best fence you can offer 
conditions. your customers. Write American Steel & 
Spring-Action Tension Curves of special Wire Division, Rockefeller Bldg., Cleveland 
medium-hard wires that keep it taut in all 13, Ohio—or see your local American Fence 
changes of temperature. salesman. 

Interlocked Hinge Joints that permit the USS, American and Ranger are trademarks 
fence to flex without bending the wires. 


And, remember, every fence customer is also a prospect for: 


USS American Fence Posts—All three durable 
styles can be driven quickly and easily for fast 
fence erection. Slit-wing anchors assure firm set- 
ting. Display them alongside a few rolls of fence. 








USS American Ranger Barbed Wire—Here’s ‘ut 
the low-cost barb with great strength and dura- 
bility. Lighter in weight, but as strong as regular 
1214- gauge barbed wire. Just what you need to 


meet all types of competition. 


'} Al 
my 


iy r i 7 ea 
Wari” i if 





How's your stock of other fast-selling American Farm Prod- 
ucts—Lawn Fence « Baling Wire ¢ Nails « Poultry Netting 





American Steel & Wire 
Division of United States Steel 


Columbia-Geneva Steel Division, San Francisco, Pacific Coast Distributors +» United States Steel Export Company, Distributors Abroad 
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M WINDOW & DOOR INST. NEW YORK 16,N.Y. 
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& GUARANTEED 
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SECTION 2 — PART 5 


formance 


ecification 


MFR. CODE NO. 


QUALITY SEAL measures 212”x5/8” and is embossed in light blue-green and black on 
pressure-sensitive aluminum foil. Seals are to be affixed to each window sold or de- 
livered for installation and stay on indefinitely by means of a metal-affinity adhesive 
that bonds in time to the window sill section. 


New Combination Window Seal 


Standards program is answer to retail dealers’ 
aluminum combination products, say its sponsors. 


In the struggle to upgrade quality 
and help the retailer guarantee com- 
bination windows, a new Seal of Ap- 
proval program gets underway this 
month sponsored by the National 
Combination Storm Window and 
Door Institute, a group of 26 man- 
ufacturers. 

Announcing the new seal, NCSW- 
DI executive director David E. Win- 
nick told American Lumberman that 
funds are also being collected for 
national advertising and for dealer 
sales aids. 

The seal is backed by completion 
of the association’s Window Standards 


PROPOSED NATIO 
the Seal 


of Approval, 
NCSWDI producer group. 


and Specifications program, which 
includes testing of products at the 
Pittsburgh Testing Laboratories. Sim- 
ilar standards for combination doors 
are being prepared. 


Frank Gorell, NCSWDI president 
and head of the Seasonal Sales Co., 
Pittsburgh, said that the seal will in- 
duce a large portion of aluminum 
combination product manufacturers 
to upgrade quality. The licensed pro- 
ducer and/or its dealers or distribu- 
tors must deliver an official service 
policy and registration form to each 
ultimate consumer. 


as developed by the 


September 


I, 


desire for tested 


Winnick said that the quality seal 
program will be a blow to the price- 
cutting applicator and a boon to the 
retail lumber and building material 
dealer. 

“This program, without doubt, will 
widen distribution of our members’ 
products to and through the building 
material dealer, for sales to either the 
consumer or the contractor.” 

Big market. Current industry sales 
is estimated at $450 million in com- 
bination doors and windows. “But we 
feel that only about 10% of the an- 
nual potential market is being sold,” 
said Winnick. 

He advised dealers to get their 
share of the market by opening a 
separate aluminum combination win- 
dow and door department, with in- 
stallation service. 

“Proper installation of windows re- 
quire specific estimating knowledge,” 
Winnick said. Each manufacturer is 
prepared to work closely with dealers 
to teach correct estimating and selling 
points. 

For further information on the 
standards and specifications program, 
write the National Combination Storm 
Window and Door Institute, 280 Mad- 
ison Ave., New York 16, N. Y. 

Winnick also announced that the 
3rd annual Home _ Improvement 
Show, February 4-6, 1959, at the New 
York Coliseum, will feature aluminum. 

Concurrent with the NCSWDI 
quality program, a second manufac- 
turer association, headquartered in 
Philadelphia, began a program to in- 
vestigate and correct unfair trade 
practices. The first annual conven- 
tion of this producer group, the 
Aluminum Window and Door Man- 
ufacturers Association, will meet 
January 9-12 in Washington, D. C. 
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..... Features 
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Up 


to...,... PROFITS! 














DIMENSIONAL FACTORY 
INSTALL \ STABILITY y \, FINISH YY 


MICROMATIC TERRAZZO 
\ VEINING' N TONES ' 


NATIONAL FULL SALES 


CONSUMER 
\ ADVERTISING SUPPORT Weesa7\\ a7 


QUALITY LEADERSHIP 











Any way you figure it, Vina-Lux is the 
vinyl asbestos brand to feature... be- 
cause Vina-Lux has the features that add 
up to more profits! With the industry’s 
biggest array of “plus” selling points... 
with an even more intensive national 
advertising and merchandising program 
... Vina-Lux is the line you should be 
selling! There’s an Azrock distributor in 
your area who can prove it. Why not call 
him today? 


AZROCK FLOOR PRODUCTS DIVISION 


UVALDE ROCK ASPHALT CoO. | 595-D FROST BANK BLDG. “ SAN ANTONIO, TEXAS FLOORING 
pReoouc 


s 
MAKERS Oo F Cea ae ee en 6 ee RS oe: e+ £2 tr R's aR a” 8 Be a ATS 
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FHeWwestice “= 
’“SERIES 50” 


SLANT ROOF TYPE... 
: VENT eae tk 


—s Combines all 
uaz jthese features: 


FLANGE 





*% EASIER INSTALLATION—4” wide flange ..- no “legs” or 
“posts” to get in the way. 
% WEATHERPROOF—wide flange around top of stack, plus 
parallel baffle in rear. 
MORE FREE AREA—as certified by Metal Ventilator Institute. 
*% BETTER APPEARANCE-—streamlined, one-piece top, and 
roof-hugging design 
% USE WITH FANS—8” diameter stack fits round duct. 
*% STURDIER CONSTRUCTION—full .025” aluminum, 26-gauge 
galvanized steel, screen securely attached. 
Available in galvanized steel or aluminum, the “50 Series” Roof 
Vent is YOUR best answer to the demand for a vent that installs 
without trouble, that looks and performs well, and provides top 
quality at the right price. 


/ESLIE Write for Leslie Louver Catalogs 
‘\ ELDING CO., Inc 


2943 W. Carroll Avenue * Chicago 12, Ill 
Circle No. 77 on Coupon, page 168 
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QUALITY 
APPROYED 


A.W.M.A. Quality Specifications— Materials, Construc- 
tion, Strength of sections and Air infiltration require- 
ments —confirmed by PittssurGH TESTING LABORATORY. 


MEMBER — ALUMINUM WINDOW MANUFACTURERS ASSOCIATION 








REDUCE delivery costs 
SPEED UP deliveries 


Bed: Shipped 
KD. Easy 
Assembly & 


Mounting 


Unioad a Load 


Write, wire, phone for 
; or Half Load at a Time 


Catalog and Prices 


The R=B Company 


\ 1921 Guinotte, Kansas City 20, Mo. 


~~ 
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AWMA Seal Is Your 
Symbol of Quality 


In selecting an aluminum window line, the Aluminum 
Window Manufacturers Association says that you should 
require the units to meet all of the AWMA standards and 
specifications. 

The seal shown above signifies that a window has passed 
tests at the Pittsburgh Testing Laboratories for materials 
and alloys, type of construction, hardware, protective 
coating, air infiltration, physical loads. 

The printed specifications are available to dealers from 
the Aluminum Window Manufacturers Association, 75 
West St., New York 6, N. Y. 

Sales booklets available from the association include 
“Tips on Selecting Windows for Your New Home” and 
“The Care and Cleaning of Aluminum Windows.” 

The advantages of aluminum windows, as viewed by 
home builders in recent surveys, include lower installa- 
tion costs and lower maintenance costs. Disadvantages 
expressed by the builders were mainly “cold” appearance, 
likelihood of damage on the job and condensation. 

Manufacturers advise dealers to thoroughly investigate 
the merits of any sliding-type prime window offered to 
them for distribution, checking the window against AW- 
MA specifications DS-A1. By nature of its design the slider 
is relatively easy to manufacture than other types of prime 
windows and there is a greater chance of poor construc- 
tion, according to aluminum specialists. 

In one survey made among lumber and building ma- 
terial dealers early this year, 68.6% said that they do sell 
aluminum windows. However, a sizable portion of these 
sales are made on special order because only 15.9% of the 
dealers said they stock aluminum windows. 


The Finest Products 
Made with Aluminum 


WE CHOSE 


ALCOA &. 
ALUMINUM 


MILL PRODUCTS 


atuminue COMPANY OF Amen! ca 
@ «cee 





ew 
> 
‘a 


REYNOLDS Gos: ALUMINUM 


PRODUCERS’ LABELS such as above help to pre-sell the con- 
sumer as well as the builder on aluminum fabricated building 
products. 
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Special resin-spray “dry process” makes this G-P _ painting. Extensive G-P line meets all your needs for 
Hardboard superior to ordinary ‘‘wet process”’ boards. low-cost home or commercial construction. Includes 
G-P Hardboard machines without fuzzy edges, is Standard, Tempered, Perforated, and also Tempered- 
easy on tools. Light-colored surface is unexcelled for Perforated Hardboards. Packaged for easy handling. 


GEORGIA @ PACIFIC 


Dept. AL-958, Equitable Blidg., Portland, Oregon 
Please send booklet on entire line of G-P Hardboards 


Name 
Company. 
Addres 


OO State 
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ANODIZED 
ALUMINUM 


Weatherstrip 
and 
Sash Balance 


Combination 
with 


Flocked Springs 


NO CORROSION... 
No Stain... No Blackoff 


No Surface Blemish... 





No Discoloration 
Preassembled for 
Drop-in Installation 


ALLMETALITE 


ALLMETALITE (ANODIZED) aluminum alloy is another factor in All- 
metal’s march, since 1915, toward maintaining and improving the quality of its 
products. 

This special electro chemical process develops on the aluminum alloy surface 
a pre-hardened, pre-oxidized coating that will not chip, peel or blister. Finally 
the oxide coating, being porous, is sealed in by a special lubricant. The combi- 
nation of aluminum oxide and special lubricant provide a strip that is free from 
discoloration, stain and surface blemish. And the silver sheen surface will, with 
minimum maintenance, not change nor lose its lustre. 

In addition—ALLMETALITE Balance Strip is free from the stain of black- 
off, the hazard of salt spray and is resistant to abrasion from windblown sand. 

Ready-to-install preassembled balance strips—completely weatherstripped and 
fitted with silent flocked springs are modest in price and abundant in value when 
formed from ALLMETALITE—anodized aluminum. Additional information 
will be sent immediately upon request. 


MILLWORK JOBBERS—Call or write for details . Phone: UNiversity 9-9300. 
LUMBER DEALERS—Ask your jobber for window units equipped with ALLMETALITE 





ALLMETALITE is our trade name for aluminum anodized 
by the ALLMETAL continuous coil process. We invite your 
inquiry for the anodizing of aluminum coil stock. 


A Ls : WM fai} TA mes Weatherstrip Company 


Name ‘'ALLMETAL"’ Registered U.S. Patent Office 


1911 Ridge Avenue 











Evanston, Illinois 
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Your Own 
Aluminum 
Specialty 
Business 


Any dealer or wholesaler who 
owns and operates a millwork shop 
or who pre-assembles component 
house parts could swing with ease 
into the aluminum specialty fabri- 
cation business. 

To explore the costs and proce- 
dures of an assembly business, 
American Lumberman recruited 
the services of Arnold C. Wasser- 
man, of Franklin Lakes, N. J., who 
has formed his own company for 
the specific purpose of selling fabri- 
cation machinery to dealer-manu- 
facturers and to supply aluminum 
extrusions along with management 
counsel. 

The points below are specifically 
for an aluminum awning business. 


By ARNOLD A. WASSERMAN 
Arnold Metals & Machinery, inc. 

In developing a metal awning busi- 
ness, you must start with an evaluation 
of the market potential, using either 
population as your guide or owner- 
occupied homes as a guide. 

There are about $400 million worth 
of aluminum awnings sold annually 
at retail, or about $2.45 per capita. 
Multiply your market population by 
$2.45, make adjustments for multiple 
dwelling units or renters and you have 
your overall market potential. Then 
analyze what percentage of this figure 
will be captured by the competition. 
The balance is your specific market 
potential. 

A rule of thumb for home owner- 
ship vs. rental by trading area is 60 
to 40 except in large centers like New 
York and Chicago, where the ratio 
will run closer to 30-70. 

Example. Using the above formula. 
here is a typical market breakdown: 

SAMPLETOWN, U.S.A. 

Population: 1,500,000 (1950 census). 

Homeowner-occupied population; 

90,000. 

Potential awning sales, annually. 

@ $2.45 per capita: $2.205,000. 

Deduction for present competition 

60%: $1,323,000. 
Retailer potential: $882,000. 
Equipment. Your minimum machin- 
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ery investment for the fabrication of 
aluminum awnings would be as fol- 
lows: 
Sao TOPMET . 6... kees 5 $6,500 
Assembly tables 250 
Jigs, misc. tools 250 
Crimping tool 165 
$7,165 

Your initial inventory should in- 
clude about $1,500 worth of aluminum 
coil stock, $750 in components and 
$250 in hardware for a total material 
investment of $2,500. You should al- 
ways maintain a 30-day inventory of 
materials. 

Specialty salesmen. Your salesmen 
should handle aluminum awnings on 
an exclusive basis for best results. 
There should be a compensation setup 
whereby salesmen for each group of 
products you handle are paid a re- 
ferral commission for leads to other 
salesmen. (See “Markets & Margins” 
section in this issue for more data on 
specialty selling.) 

Profit picture. Here is an analysis of 
an awning franchised holder’s opera- 
tion profit picture which could be 
duplicated by lumber and_ building 
material retailers: 

Sales: $200,000 
Total Percentage 
Dollars of Total 








Average cost of 

Pree $70,000 
Advertising 20,000 
Sales cost 30,000 
Installation cost 18,000 
General overhead .. 25,000 
Total 163,000 
Profit 37,000 

The above figures represent a re- 
tail business. Once you are fabricating 
awnings (and other metal specialties) 
you may expand as a wholesaler to 
other dealers. 


Handling aluminum. A few precau- 
tions will prevent handling damage to 
aluminum products. Lift and carry 
them, don’t drop or throw them on 
the ground. Stack aluminum parts on 
edge in a dry, well ventilated shelter 
away from lime or cement dust. When 
you handle them with the fork truck, 
be sure they are properly padded, 
standing on edge. 

What about corrosion? Normally, 
bare and unprotected aluminum lasts 
indefinitely. Even in industrial and 
marine atmospheres corrosion usually 
is negligible. After long exposure, 
aluminum surfaces will weather with 
some loss of original polish and 
smoothness. This seldom is more than 
superficial, can be cleaned up easily. 

Twenty-year exposure tests of alu- 
minum alloys reported to the Ameri- 
can Society for Testing Materials, 
made in sea fog and heavy industrial 
areas, confirm aluminum’s durability. 
There may be a few areas where at- 
mospheres cause aluminum corrosion; 
where there is question about this, 
dealers can get competent technical 
advice to guide them. 
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1911 Ridge Avenue 


ANODIZED 
ALUMINUM 


ALLMETALITE Siding Trim 


and 
window 


outside ; 
trim 


corner corner 


NO CORROSION .. . No Stain . . . No Blackoff 


No Surface Blemish .. . No Discoloration 


Anodizing (an electro-chemical process) produces on the aluminum 
alloy sheet a pre-hardened, oxide coating that will not chip, peel or 
blister. The oxide coating, being porous, is sealed in by a special lubri- 
cant. This combination of aluminum oxide and special lubricant pro- 
duces a siding trim that is free from discoloration, stain and surface 
blemish. And the silver sheen surface will, with minimum maintenance, 
keep its lustre. These factors are particularly important with siding 
trim because of its constant exposure to the elements. And there is no 
increase in cost for this extra value—siding trim of anodized aluminum. 

Every piece of ALLMETALITE siding trim is precision-rolled and 
formed. As a result, edges are clean, surfaces are smooth. It’s easy to 
work with . . . eliminates tedious cutting and recutting of the siding— 
to even the ends. 

No painting necessary . . . always remains neat . . . and definitely 
improves the appearance of a home. Three shapes shown are furnished 
in 10’ lengths. 

ALLMETALITE (ANODIZED) aluminum alloy siding trim is an- 
other forward step by ALLMETAL to maintain and improve the 
quality, workability and durability of its products. 


JOBBERS—Call or write for details. Phone: UNiversity 9-9300. 
LUMBER DEALERS—Ask your jobbers for ALLMETALITE Siding Trim. 





ALLMETALITE is our trade name for aluminum anodized 
by the ALLMETAL continuous coil process. We invite your 
inquiry for the anodizing of aluminum coil stock. 











A Iu 7 ae IM Aa} TA Ls Weatherstrip Company 


Name "‘ALLMETAL"’ Registered U.S. Patent Office 
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DEALER SALES AIDS 


Here are examples of displays and other sales aids that will 
help to implement the breakthrough to dealer distribution by the 
aluminum industry. 


‘*In-Use”’ Display in 6 Sq. Ft. 


Occupying just six square feet of floor 
space, the merchandiser above is a re- 
alistic display for combination and ja- 
lousie windows and combination alumi- 
num doors, operating from both outside 
and inside. Clarence Schwartz, lumber- 
yard dealer in Jersey City, N. J. says the 
unit has definitely increased volume of 
aluminum products. “What I like is the 
try-it-yourself appeal,” said Schwartz. 
Display is a component of the dealer 
profit plan on aluminum products avail- 
able from the Tek-Bilt Co., Route 17, 
Dept. AL, Hackensack, N. J. 
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Aluminum Railings Display 


An eye-catching silent salesman alu- 
minum stair rail display unit is available 
from National Aluminum Products Co. 
on a nominal deposit basis. The display 
consists of three steps framed in wood 
and painted black, on which are bolted 
the company’s aluminum stair and porch 
rail units. Signs on the display point out 
advantages of the product to the con- 
sumer. The display uses 12”x46” of floor 
space. The National aluminum railing is 
available in 3’, 4’ 5’ and 6’ pre- 
packaged sections for homeowner assem- 
bly. National Aluminum Products Co., 
Dept. AL, 703 Pressley St., Pittsburgh 
12, Penna. 
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Wired For Sound 


When you step on the mat in front 
of this window display a _ pre-recorded 
60-second sales story is automatically 
spoken. Messages are recorded to fit the 
need of the display user. Also available 
without the spoken message, but com- 
plete as shown with signs emphasizing 
user benefits of the window. W. M. Prod- 
ucts, Dept. AL, 5425 Blossom St., Hous- 
ton, Tex. 
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Window Sales Kit 


A complete new APCO dealer sales 
kit includes product literature, store ban- 
ners and publicity aids. Marketing De- 
partment, Aluminum & Glass Products 
Co., Dept. AL, 1901 Franklin, Houston, 
Tex. 
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KAISER 


ca 
Farm Roofing Display 


Floor unit above is part of complete 
dealer farm roofing merchandising pro- 
gram from Kaiser which includes pen- 
nants, mobiles, farm structure plans, en- 
velope enclosures, ad mats etc. Also, a 
personalized direct-mail program with 
dealer’s photograph and store name on 
the mailer, printed and mailed by the 
manufacturer. Kaiser pays $25 of dealer’s 
ad costs in announcing himself as alu- 
minum products dealer. Kaiser Alumi- 
num & Chemical Sales Inc., Dept. AL, 
919 N. Michigan, Chicago 10, Ill. 
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Complete Siding Aids 


Aluminum siding with a 10-year fac- 
tory guarantee is backed up by a dealer 
salesman selling program, available from 
Hastings Aluminum Products, Inc., Dept. 
AL, Hastings, Mich. Included in the ma- 
terial are: 

—Salesman’s presentation book and sam- 
ple case; 

—Job sign, return postcards, 
literature and technical data; 
—Electric display sign, authorized dealer 
certificate, mewspaper ad mats, ra- 
dio and TV commercials, sample 10- 
year warranty certificate, order blanks, 
application instruction manual. 


colorful 
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COMPARE! 


Your De Walt Your 
Power Shop Franchise present 
gives you: line? 


See why (@ THE FIRST RADIAL ARM all-purpose power tool—the [J] 


machine that revolutionized the power tool market! 


DE WALT al THE MOST IMITATED of all multi-purpose power [3] 


tools (over 40 different manufacturers have tried to 

is the biggest money-maker imitate De Walt’s original radial arm design during 
the past 35 years) ! 

in the power tool field! THE MOST DEMONSTRATED all-purpose power tool 

on the market—over 8 million people saw it demon- 
strated last year alone! 
THE ONLY all-purpose power tool with 100% un- 
divided, world-wide advertising support—in maga- 
zines your customers read for the do-it-yourself infor- 
mation they need. 
LIBERAL COOPERATIVE ADVERTISING ALLOWANCE to 
help share the cost of your local promotions. 


THE FIRST power tool so simple in concept, so accu- 
rate in performance that it makes woodworking easy 
and practical for everybody, from the novice to the 


“pro”! 


THE FIRST power tool to do the work, save the space 
and cost of a shopful of other tools! 


THE SAFEST power tool design on the market— 
demonstrated through actual experience! 

THE ONLY power tool of its kind thoroughly proved 
by over 35 years of outstanding performance in 
industry! 

A COMPLETE AND READY-TO-USE unit—no extra 
motor to buy—no tricky assembly by you or your 
customer ! 


THE ONE MODERN, simple, functional design that 


Ask Carlisle Hardware of Springfield, Massachu- needs no trunkful of clamps, guides and assorted 
setts, or any of hundreds of enthusiastic De Walt 


Vi H 1 
Dealers throughout the country! devices to make it work! 


THE POWER TOOL with a Direct Factory Franchise 
that offers you the full profit on every sale! 

THE ONLY FRANCHISE that offers you a complete 
and fully-proven selling program throughout the 
year! 


Compare the De Walt® Franchise—point by point—with 
any other. See why the power tool that revolutionized 
the industry offers you a profit opportunity you can’t 
afford to be without! 


Get on the profit-wagon now! Send the coupon for the full, exciting profit story today! 


pocorn ------------- 


De Walt, Dept. AL-809, Lancaster, Pa., Division of AMERICAN MACHINE & FOUNDRY COMPANY 
Send full information on how the De Walt Franchise can boost my profits! 


Name. 





Cc y. 


v 





Address 





POWER TOOLS 
City. 
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Your De Walt Your 
Power Shop Franchise present 
gives you: line? 
See why [% THE FIRST RADIAL ARM all-purpose power tool—the [J 


machine that revolutionized the power tool market! 


DE WALT ¥ THE MOST IMITATED of all multi-purpose power [J 


tools (over 40 different manufacturers have tried to 


is the biggest money-maker imitate De Walt’s original radial arm design during 
the past 35 years) ! 
in the power tool field! THE MOST DEMONSTRATED all-purpose power tool {J 
on the market—over 8 million people saw it demon- 
strated last year alone! 
td THE ONLY all-purpose power tool with 100% un- [Pj 
divided, world-wide advertising support—in maga- 
zines your customers read for the do-it-yourself infor- 
mation they need. 


(| LIBERAL COOPERATIVE ADVERTISING ALLOWANCE to [f] 
help share the cost of your local promotions. 
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THE FIRST power tool so simple in concept, so accu- [] 
rate in performance that it makes woodworking easy 
and practical for everybody, from the novice to the 
“pro”! 








THE FIRST power tool to do the work, save the space [J 
and cost of a shopful of other tools! 


THE SAFEST power tool design on the market— {J 
demonstrated through actual experience! 


Ba Se 


THE ONLY power tool of its kind thoroughly proved [f] 
by over 35 years of outstanding performance in 
industry! 

A COMPLETE AND READY-TO-USE unit—no extra [¥j 
motor to buy—no tricky assembly by you or your 
customer ! 

THE ONE MODERN, simple, functional design that [J 
needs no trunkful of clamps, guides and assorted 
devices to make it work! q 
THE POWER TOOL with a Direct Factory Franchise [3] 
that offers you the full profit on every sale! 


THE ONLY FRANCHISE that offers you a complete [7] 
and fully-proven selling program throughout the 
year! 





Ask Carlisle Hardware of Springfield, Massachu- 
setts, or any of hundreds of enthusiastic De Walt 
Dealers throughout the country! 


- Giee. coe m. 


Compare the De Walt® Franchise—point by point—with 
any other. See why the power tool that revolutionized 
the industry offers you a profit opportunity yeu can’t 
afford to be without! 


Get on the profit-wagon now! Send the coupon for the full, exciting profit story today! 








De Walt, Dept. AL-809, Lancaster, Pa., Division of AMERICAN MACHINE & FOUNDRY COMPANY 
( Send full information on how the De Walt Franchise can boost my profits! 
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SOLD 
THROUGH 

LUMBERYARDS 

ONLY! 


An Aluminum Combination 
Storm-Screen Window to retail 


"511.99" 


Distribution on this window will be limited 
to legitimate Building Supply Outlets! It 
will not be sold through Specialty Dealers. 


s # 4 








THE 


Aluminum Combination Window has passed rigid 
sales tests in the Midwest and will be sweeping 
the entire country this fall! 


Check these important features: 


M 100% Extruded Aluminum *K mis low price 
Completely Self-Storing applies to all 
* “ Master Frame, 2 sash, and 1 screen panel mag ol Modu- 


 Tilt-in Ventilation 
Never needs painting or repair 
Powerful Promotional Puckage for Dealers You receive fast de- 
livery from our Re- 


gional Franchised 
LUMINUM Manufacturer in 
your area! 
NDUSTRIES 


716 E. Nash St., Milwaukee 12, Wisconsin 
and Regional Manufacturing Facilities throughout the U. S. 
Manufacturers of Viking Windows “Sold Through Lumberyards Only” 














1 1 

Write for complete details and whole- {| Aluminum Industries, 716 E. Nash St., Milwaukee 12, Wis. ; 
sale prices on the VIKING line. : Please send me price information on your VIKING Combination Storm-Screen Window. : 
' NAME : 

FREE BOOKLET : vee H 
Cr saiipeben aidan ' 

“Four Cold Facts on Storm Window Distribution’ : ADDRESS. 1 
will be sent to you along with information on our 1 oc 7 ita caemaam tar ae cs ee ae ene te nee ! 
“Regional Manufacturer” in your area. EEE |) ; 
! ! 
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VENTILATING FANS 
and RANGE HOODS! 


NEW LEIGH VENTILATING FANS are beauties to see, snaps 
to install and cinches to sell! Just look at all these “buy me” 
features: 

* Advanced design, one-piece grilles * Sparkling triple-chrome 
finish * Ceiling, wall and multi-position models * Bathroom fans 
with or without lights * A host of built-in features for competitive 
price advantage * All built to famous Leigh standards * All fully 
guaranteed for five years. 


NEW LEIGH RANGE HOODS give you the same strong edge 


in appearance and performance with these distinctive advantages: 


* Outstanding modern designs ® Stainless steel, antique copper or 
coppertone enamel finish ® Full range of styles and sizes * Concealed 
light fixtures, ‘‘push-button"’ controls and fans all factory-wired to 
outlet boxes * All guaranteed for five years. 


PRICES and full details available on request. 
Also FREE CATALOG of al! Leigh Building Products. 


See your supplier or write to us. 


LEIGH BUILDING PRODUCTS 


Division of Air Control Products, Inc. 
1858 Lee Street Coopersville, Michigan 


In Canada: LEIGH METAL PRODUCTS LTD., 72 York St., London, Ont. 


BUILDING PRODUCTS 


Awnings & Canopies Outdoor Accessories 
Closet Accessories Aristocrat Mail Boxes 
Full-Vu Bi-fold Doors Ventilators 
Ventilating Fans Range Hoods 
Folding & Sliding Door Hardware 
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LITERATURE 


(begins on page 118) 





Aluminum shakes. Five standard fac- 
tory-applied colors of Inselim Insulated 
aluminum sidewall shakes are illustrated, 
plus description of the homeowner ben- 
efits and product's insulating board core 
over which the aluminum is placed. 
Jones & Brown, Inc., Dept. AL, Grant 
Building, Pittsburgh, Penna. 

Circle No. 224 on Coupon, page 168 

Prefinished wall panels. A four-color 
booklet describes Clad-Rex prefinished 
wall panels. These are permanently bond- 
ed laminates of vinyl over aluminum 
which can be installed over any base 

wall. The panels are available in a wide 
variety of Salers and patterns. The vinyl 
surface can be wiped clean. Building Di- 
vision, Clad-Rex Corp., Dept. AL, 2101 
S. Indiana Ave., Chicago 16, Il. 

Circle No. 225 on Coupon, page 168 

Aluminum ladders. Catalog No. 113 
on Werner general purpose line and No. 
501 on the industrial type ladders are 
available. Pages can be removed or add- 
ed easily because of plastic binding. Spec- 
ification sheets, price lists, ad reprints 
and other sales aids are included. Cata- 
logs are issued for Werner's established 
distributors and for new ones as they 
take on the lines. R. D. Werner Co., 
Inc., Dept. AL, 295 Fifth Ave., New 
York 16, N. Y. 

Circle No. 226 on Coupon, page 168 

Gulfspray catalog. The new 16-page 
Gulfspray catalog shows a full line of 
shower doors, tub enclosures, framed 
mirrors, poster and showcase doors and 
sliding glass walls. Detail drawings are 
included for draftsman’s use. Binswanger 
Co., Dept. AL, 207 N. Main St., Hous- 
ton, Tex. 

Circle No. 227 on Coupon, page 168 

An aluminum ladder catalog describes 
the Blue Ribbon line of products, includ- 
ing three step ladders and two extension 
ladders. All sales features are _ high- 
lighted and illustrated to help the dealer 
do a strong selling job. The Goshen Mfg 
Co., Dept. AL, Goshen, Ind. 

Circle No. 228 on Coupon, page 168 

Aluminum sliding doors. The Lanai- 
dor aluminum sliding glass door is de- 
scribed, together with full-size cross-sec- 
tion details, in a new bulletin. Air-Lite 
Metal Products division, Dept. AL, Ag- 
alite Bronson Co., 1610 East 12th, Oak- 
land 6, Calif. 

Circle No. 229 on Coupon, page 168 

Expansion joint covers. Perspective 
drawings of many types of aluminum ex- 
pansion joint covers are contained in a 
new bulletin. The units conceal and pro- 
tect expansion joints in floors of any 
kind, any combination of floors, and at 
floor-wall junctions. Architectural Art 
Manufacturing Co., Dept. AL, 3227 N. 
Hillside, Wichita, Kans. 

Circle No. 230 on Coupon, page 168 

Aluminum shingles. A four-color bro- 
chure showing color photographs of many 
styles and sizes of homes roofed with 
aluminum shingles is available from Alu- 
minum Shingle Corp. of Washington, 
Dept. AL, 7621 Rainier Ave., Seattle 
18, Wash. 

Circle No. 231 on Coupon, page 168 

Aluminum grilles. New 28-page cat- 
alog pictures a broad line of door grilles 
for decorative purposes, ranging from 
economy through deluxe items, some with 
initials. Also included are cast alumi- 
num decorative plaques, push bars, show- 
er grilles and awning brackets. Peerless 
Grille Co., Dept. AL, 1060 Utica Ave., 


Brooklyn 3, N. Y. 
Circle No. 232 on Coupon, page 168 
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cod 
profit packed Sales NEVAMAR surfaces play a vital role in home remodeling 


today, creating kitchens and bathrooms of picture-book 


* ’ a 
opportunities with beauty ... which means extra sales to contractors, home- 


improvement firms, builders and do-it-yourselfers. The 


uses for NEVAMAR in the home are endless. It is pre- 


® 
finished, ready for bonding to sink tops, counters, 
cabinets, bathroom vanities, tables . . . to name just a 
few. There are more than 70 different colors and 
patterns, including a variety of rich woodgrains. 


NEVAMAR never needs refinishing—shrugs off stains and 


the carefree prefinished scars—stays beautiful always. Get all wee _ = 


NEVAMAR now and start cashing in on this 


high-pressure laminate extra, profitable business. 











NEVAMAR DIVISION: 


BZ NATIONAL Zee Zaclait Comaany 


Saran and Nylon Filaments — Nevamar High-Pressure Laminates — Wynene Extruded and Molded a 

ODENTON, MD. @ NEW YORK,N.Y. @ LONG BEACH, CALIF. @ MIAMI, FLA. @ PORTLAND, ORE, 

Charlotte, N.C.: 5640 Wedgewood Dr. Memphis, Tenn.: 1008 N. Watkins . Indianapolis, Ind.: 6479 River View Dr. 
Chicago, Ili.: 4900 W. Madison Street 
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- pays off for Michigan dealer .*¢. ge 
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f Walter Broth 
Alert Dick Walter Company, Menominee, 


pe sales ahead with PREWAY 








On the floor, at the door, near the window at 
Walter Brothers store is a standard PREWAY 
built-in display — just 80 inches of floor space. It 
signals home-makers to stop and look — as they 
pass outside, as they enter inside. And this is the 
stop that starts sales. 

From a scratch start, four complete kitchen sales 
were originated by this display in four months’ 
time. That’s nice big ticket business . . . and more 
sales lie just ahead from interested contractors, 
do-it-yourselfers, and customers of Walter Brothers, 
who have put on an installation crew for kitchen 
business. “Your display is also your inventory,” 
says Dick Walter, the kitchen specialist of Walter 
Brothers team. “It packs a lot of power for a small 
investment, the best we've ever made.” 

PREWAY can bring big ticket business your 
way, too, can help you build your business — just 
as it has for Walter Brothers. Why not investigate 
now, while you’re thinking about it. Write today 
for complete information. 


This night view, shows how Walter Inc 
Brothers use their PREWAY built-in ices 4 Bi ° 


display as a traffic stopper. j | 
=>. 4 | 8958 Third Street, N. 
NRLDA f s S . Wisconsin Rapids, Wisconsin 


Nov. 22-25, 1958 shy , ; 
built-in appliances — refrigerator- freezer 


Chicago ~ j aa 2 ~ combinations, gas and electric ovens and sur- 
Ky j ; face units, ventilating range hoods. 
os A beautiful kitchen, designed, sold 


2 , a and installed by Walter Brothers. It 
pale . features a PREWAY built-in range, 


Since 1917 — Pioneer manufacturer of 


hood, and refrigerator-freezer. 


Circle No. 65 on Coupon, page 168 September 73 1958, AMERICAN LUMBERMAN 

















Here's how it works: 





Promotion is Kicked-Off in October 

Good Housekeeping Magazine! Large space ad features 
thermometer .. . tells over 12,000,000 readers it is theirs 
free with no purchase necessary, merely by asking to see 
Wepco windows or doors. 


So 
. 


— 


ee = AN nS I 


The Thermom 


| ow Price 


a Special 


Special Tie-In Newspaper Mats are Available. 
Hard-hitting ads, geared to produce traffic. And when you 
use them, Wepco’s liberal co-op ad plan helps pay the cost. 





} 
i JOIN ‘IN THIS SURE-FIRE TRAFFIC BUILDER. CONTACT EITHER 
1 YOUR WEPCO DISTRIBUTOR OR WEPCO SALES REPRESENTATIVE TODAY... 
¥ + 
, or write, WEPCO, A Division of the Weather-Proof Co., Litchfield, III. 
<a atFune of 
: >” Guarableed by 
nk ation windows and doors ‘GoodHouseke 


F 


e = 


| a 


ae 
| 





2 | 
| =e 


a a -_ 4 











THE 
CHALLENGE 
OF 
ALUMINUM 


SECTION 3 


HOW DEALERS SELL 


Aluminum Products 


More and more lumber and building material dealers are discover- 
ing the profit potential in aluminum. On the following pages are details of 
their successful aluminum promotion and sales—a practical guide sheet 


for every dealer. 


You have read about the development, growth and 
some of the problems of the aluminum industry. How has 
the lumber and building material dealer fared? 

Many dealers, who are now handling aluminum products 
successfully, are frank to admit their reluctance in accept- 
ing a product which, at the outset, appeared so “foreign” 
to their business. 

The insidious work of the specialty salesman, who has 
stolen many lucrative sales from under the very nose of 
retail lumber dealers, has been effective in forcing many 
dealers to reconsider the sales potential of aluminum in 
their armour of building products. 

On the succeeding pages, you will find the operational 
details of dealers from coast-to-coast who are active in 
displaying and selling the dozens of aluminum products 
available. How to display and merchandise aluminum 
products is described in the down-to-earth experiences of 
these dealers. 

How is aluminum different from any other building 
product sold by the dealer? Dealers agree that aluminum 
is a product that does not sell itself. It takes salesmanship. 

True, the consumer has been conditioned by a vast 
amount of effective advertising at the national level, but 
the sale, as always, must be made in the dealer’s own 
showroom ... or in the customer’s living room. 

The following case examples show that aluminum prod- 
ucts must be displayed where they can be easily demon- 
strated, sales personnel must be educated in the virtues 
of aluminum and, above all, the dealer must select alumi- 
num lines that he can guarantee. 
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Iindex—How Dealers Sell 


Aluminum Potential? Look What One Retailer 
page 

Small-Town Dealer Taps Lucrative Aluminum 

Market 
Aluminum Key Material for Farm Building 

Packages 
Recovers “Lost Sales” With Aluminum 

Windows 
Aims for New Home—Home Improvement 

Market 
Small Investment for Aluminum Window 

Assembly page 140 
$300 Installs Dealer in Screen Fabricating 

Business 141 
Why Sell Aluminum Screen Wire? ........ page 142 
Distributor’s Aluminum Sales Up 31% .... page 144 
“Open House” Boosts Aluminum Sales .... page 146 
Aluminum Center Helps Dealer’s Sales .... page 148 
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Sell Two Aluminum Price Lines age 154 


September 1, 1958, AMERICAN LUMBERMAN AND 











rennet oy 


wth omy hee Content 


it 


— —, 
=. 


— ' a 
me oa OE » 


Aluminum Potential? Look What One Retailer Sells! 


Keyed by number, here are some of this organization to do approximately ern Sash also handles aluminum siding, 
the aluminum products displayed and $500,000 annually in this single building hardware, picnic table legs, aluminum 
sold by Southern Sash, Sheffield, Ala. and product. sheet for flashing and aluminum valley 
their affiliated retail stores, that enable In addition to the keyed items, South- for roofs. 

1. Jalousie door; 2. Casement window; 
3. Combination storm door; 4. Combina- 
tion storm door; 5. Combination storm 
window; 6. Aluminum house numbers; 
7. Aluminum roof vent; 8. Aluminum 
screen wire; 9. Aluminum full-frame 
screen; 10. Screen door grille; 11. Ja- 
lousie window; 12. Double-hung window; 
13. Sliding window; 14. Verti-slide win- 
dow; 15 and 16. Two other types of 
combination storm doors; 17. Aluminum 
sliding glass door; 18. Gutter fitting; 19. 
Aluminum louver. 

“Why do we sell so many aluminum 
building products?” asks J. C. Darby, 
vice-president and general manager of 
Southern Sash retail stores. “Because we 
can’t afford not to. Many architects and 
contractors have insisted for years that 
certain types of materials be aluminum. 
Now the public is learning about alumi- 
num building supplies, too.” 





@ 
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THE CHALLENGE OF ALUMINUM! 


TYPICAL AWNING JOB. This is a roll-up awning and the first 
product in the aluminum field handled by N. J. Braun Lumber 
Co. It’s still a major part of their aluminum volume. 











“HOW DEALERS SELL’’ 








YOu'VE HEARD ABOUT IT 
YOU'VE READ ABOUT IT 


wow ste it FREE osccano 


all aluminum 


AWNINGS 


FEATURING THE “LIGHT-DIRECTOS 
EXCLUSIVE LOUVRE DESIGN 
et BEAUTY 


OR WRITE 











CALL US MOW FOR FULL PARTICULARS 








Cut Your 
Costs 


NW! 


ALUMINUM PRODUCTS are featured exten- 
sively in the monthly issues of the ‘Braun 
Shopping Guide,"’ which are mailed to 24,- 
000 box holders in the Jefferson County 
Area. Storm windows and combination win- 
dows are promoted along with aluminum 
awnings. Coupon with this ad gives home- 
owner chance to receive free literature on 


awnings and canopies. 
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PORCH ENCLOSURE. This uses aluminum combination windows. 
‘We know of no other dealers, who have used this approach 
to selling aluminum windows," says Chuck Hertel, vice-presi- 
dent in charge of sales. ‘You will notice that we also sold 
other aluminum windows on this house. Note also the alumi- 
num door—we also installed one on the back of the house. 
This $400 porch enclosure led to the sale of the other windows 
and another $300 porch enclosure almost directly across the 
street." 


COUNTY FAIR DISPLAY. Aluminum products and other specialty items 
are featured along with garage, a customary exhibit at the Jefferson 
County Fair. Garage provides shelter as well as display space. C. A. 
Hertel is the man in the picture. 
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is the owner's pride and joy. 


ELABORATE AWNING JOB. ‘This job, which ran over $1,000, 
is the kind you can get when you've built your reputation," 
adds Chuck. ‘‘Large front awning is electrically-operated and 





ANOTHER SPECIALTY JOB. The firm also does a good job 
with wrought iron railings and columns. This job even in- 
cluded the lamp post. Hand rail down the steps will be the 
next sale. 






Small-Town Dealer Taps Lucrative 
Aluminum Market 


Non-inventory setup, direct mail, homeowner 
calls, fast service and guaranteed customer sat- 
isfaction add up to surprising volume in restricted 
market area. 


How does a small-town dealer do a real job with 
aluminum products? 

C. A. Hertel, vice-president in charge of sales for the 
N. J. Braun Lumber Co., Jefferson, Wis., appears qualified 
to answer that question. 

He reports the firm’s six branch yards in Jefferson 
County (pop. 43,069) did better than $25,000 in aluminum 
sales for the first six months of this year, about double 
their volume in the same field last year. 

“We shoot for $5,000 a month in this specialty line and 
usually make it,” says Hertel. 

How? 

The first thing a dealer has to realize, advises Hertel, is 
the importance of aluminum as a building product and the 
market potential in his area. Hertel says that a good many 
lumber dealers he has met are inclined to scoff at a new 
building material that may seem foreign to his line of 
general building products. This attitude is an open-door to 
the fly-by-night applicator. Which brings up Hertel’s second 
point. 

Call on homeowners. “The only place to get the business 
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is at the customer’s door,” he emphasizes. “Customers 
would prefer to deal with well-established people in their 
home town. Outside operators don’t come in against us 
any longer.” 

But before a salesman calls on a customer, that customer 
is usually pre-sold by the heavy direct mail sent out by 
N. J. Braun Lumber Co. These monthly mailings of 24,000 
copies always contain at least two pages of aluminum 
products. 

In addition to direct mail, the firm has a number of 
aluminum products like awnings and doors incorporated 
as part of their showroom office space. It’s not just a 
showroom sample, but in use every day in the week. The 
firm has taken so many pictures of installed jobs that now 
they only shoot the difficult and unusual. These photos are 
added selling tools. 

But, as always, the best advertising is a customer’s 
recommendation and the N. J. Braun Lumber Co. has 
had plenty of that. “For every two jobs installed, we can 
figure on one hot lead,” explains Hertel. 

To a considerable degree, aluminum items are impulse 
items, says Hertel, and when customers decide they want 
to buy, they want to buy NOW; not five days from now. 
That means fast customer service. This brings up one of 
the most important points of all: close relationship with 
your aluminum distributor. This is essential not only for 


(continued on page 129) 
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yes indeed — 
whitest in the bag— 
whitest in the mix— 
whitest in the 


completed job! 


TRINITY WRITE J 
TRINITY WHITE 


TRINITY wwe 


Trinity White is a true portland cement made from materials that 
are free from color minerals. It is an intense and very beautiful white. Makes 
the most attractive of all concrete, either in the pure white or with tinting 
pigments added. A favorite with architects and builders and with 
do-it-yourself home owners. For dealer information write 


Trinity White, 111 W. Monroe St., Chicago 


nity Whe. 


@ product of GENERAL PORTLAND CEMENT CO. DEALERS! 
Send for your copy of this new 


CHICAGO + DALLAS + CHATTANOOGA «+ TAMPA «+ LOS ANGELES popular booklet for consumers. 
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SMALL TOWN MARKET 


(begins on page 126) 





fast deliveries, but for correction of any shipping errors 
or damaged merchandise. 

Non-inventory setup. This close tie-in with the distributor 
has another selling point in the dealer’s favor. It makes 
possible, as in the case of the Wisconsin firm, good volume 
sales with practically no inventory backup in the warehouse. 

“Aside from our showroom display samples, we keep 
just a few accessory aluminum items in inventory,” explains 
Hertel. 

Aluminum awnings helped get the Wisconsin firm started 
with aluminum lines. This is a good summer item. Now 
they carry through the fall and spring seasons with alumin- 
um windows and doors. 

Special salesman. But it takes more than a showroom 
display and a market potential to sell aluminum products, 
Hertel warns. It requires a salesman, who will take the 
product seriously. Braun has one full-time specialty sales- 
man in the field and one man part-time. The firm also has 
one top-notch carpenter on installations. 

Customer satisfaction, believes Hertel, is so important 
that he requires a completion certificate signed by the 
customer, who agrees that the installation is satisfactory. 
That doesn’t mean that Braun won’t make legitimate ad- 
justments if necessary, later. The certificate serves to prove 
beyond a doubt the firm’s intent to do a job that meets 
with the customer’s approval. 


“Door Opener” for Other Sales 


How an aluminum building product can be used as a 
good “door opener” to other sales is described in a case 
history told by C. A. Hertel, vice-president in charge of 






sales, for the N. J. Braun Lumber Co., Jefferson, Wis. 
“This is the story of how it took a year to sell an 
aluminum door canopy,” says Hertel. “In October, 1956, 
we received a letter inquiring about a canopy we had 
advertised in our regular monthly shopping guide sent 
throughout our trading area. An immediate call showed 
us a prospect, who was actually eager and waiting to be 
served by our industry. 
“We didn’t sell the canopy on this first call, but we did 
sell six aluminum combination storm and screen units 
and a combination door. Since that sale, we have had 
the following business: 
New front door ard repair of casing 
Repair of garage roof damaged by wind 
New picture window unit in owner’s second floor apart- 
ment 
Cherry wall paneling in living room 
New mullion window and trim in bedroom 
New concrete stoop for one door 
New corcrete porch for front of house 
Wrought iron railings for stoop 
Wrought iron columns and rail for front porch 
Replace o!d door on outside cellar entrance 


“Finally, in September, 1957, we sold that canopy. It 
went for $112, which in itself was a better than average 
sale. And we now have an order for two more combination 
windows.” 

Concludes salesman Hertel: “We received a letter from 
this fine customer, who said, ‘Enclosed find check for 
balance I owe you. Thank you so very much for every- 
thing. It has been a pleasant association with your com- 
pany. If and when I need anything else, I shall contact 
you folks.’ ” 
~ Just goes to show how an aluminum product can serve 
as a springboard for many additional sales. 





Trade Mark 
DOUGLAS FIR 





Registered 





PONDEROSA PINE— SUGAR PINE 
WHITE FIR 


Annual Production 56 Million 
High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


INCENSE CEDAR 





ANDERSON, CALIFORNIA 
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EASY TO ORDER! 
EASY TO SELL! 
MINIMUM INVENTORY! 


ADJUSTABLE 
Pre-Packaged 
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Lield a1) 4-1 ma elale el. eiilellatcte Me ommailel 4: 
any length for porch or steps 


Telltiiie]e)i-mm ie) amel; 


Other Quality Products by NAPCO: 


@ Aluminum Awnings @ Roll-Up Awnings 
@ Carports @ Aluminum Grilles 
@ Door Canopies @ Mail Box Stands 
Aa VISIT OUR DISPLAY 
National Hardware Show « Sept. 29- Oct. 3 
New York Coliseum ... Booth 909-910 


————— Sr nr nr a nr nr ar ae ee 4 


NATIONAL ALUMINUM PRODUCTS CO. 
703 Pressley St., Pittsburgh 12, Pa. Allegheny 1-9117 


Please send full information on all NAPCO products. 
We are particularly interested in 


Nome 





Firm 


aluminum columns | Address 


Large selection of | city Zone___ State. 


sizes, styles and | Piease check one: Distributor) Dealer 0 
finishes. 
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CONSTRUCTION DETAILS for another pole-type aluminum 
broiler house are studied by poultryman H. M. Biggs, left, 
who has bought seven such buildings from manager Jim 
Rowan, La Plata (Mo.) Lumber Co. 


BUILDING PLANS and brochures and a portab!e pole-type 
farm building are the chief sales aids used by manager 
Rowan to make customers in his area aware of the good 


qualities of aluminum. Photos, Kaiser Aluminum 


Aluminum key material for 





Farm Building Packages 


To provide a variety of farm build- 
ing packages at specific retail prices, 
with optional materials including alu- 
minum, is the goal of manager Jim 
Rowan, La Plata (Mo.) Lumber Co. 
He is researching such a program now 
and hopes to have it in operation in 
1959. 

“Using aluminum, the pole-type 
structure has the highest potential of 
anything we have to sell,” declared 
Rowan last month, commenting on 
his success with aluminum broiler 
houses. 

Rowan has sold seven aluminum 
pole-type broiler structures in the past 
two years to one poultryman, H. M. 
Biggs, and provided the plans and 
material lists for two similar buildings 
for Biggs’ brother in Marceline. 

“These buildings are Biggs’ idea of 
a practical broiler house at a low 
maintenance cost,” says Rowan. “They 
enable him to raise a larger, more 
uniform bird.” 

The sales tool that was most effec- 
tive in selling Biggs was the model 
pole-frame farm building in a portable 
case, supplied by the manufacturer, 
that Rowan takes with him on out- 
side calls. Rowan also has a selection 
of farm building plans available in 
his store and prospects are encour- 
aged to take these home and examine 
them at their leisure. Samples of 
roofing and siding are also kept on 
a nearby counter for closeup cus- 
tomer examination. 

Wants exact costs. “To do a good 
job of selling the farmer, you have to 
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be able to tell him exactly what the 
job will cost him per square foot,” 
adds Rowan. Rowan contracted his 
two most recent broiler house jobs 
for $6,700, including materials and 
labor. 

In promoting aluminum, as any 
other product, the first job is to ex- 
amine the market potential. After dis- 
covering that broiler production had 
jumped from 10,000 in 1946 to 100,- 
000 in 1951 and that many poultry- 
men lacked proper housing for their 
larger flocks, Rowan started to con- 
centrate in this market. 

One of his first moves was to ar- 
range a meeting with the help of his 
aluminum jobber and manufacturers’ 
representative for local poultrymen 
and builders. The heat-reflective, cor- 
rosion-resistant qualities of aluminum 
appealed to the farmers, whose flocks 
are highly sensitive to a rise of a few 
degrees in temperature. 

“As soon as we told poultrymen 
that aluminum roofing and siding will 
keep a broiler house 15 degrees cooler 
in summer, they sat up and took 
notice,” declared Rowan. 

A few days after the meeting, 
Rowan sold Biggs his first aluminum 
pole-type structure, followed by six 
more in the last two years. Many 
sales have resulted from taking pros- 
pects out to see the buildings erected 
for Biggs. Additional sales aids used 
by Rowan have included illustrated 
brochures with complete instructions 
for applying aluminum roofing and 
siding and advertising mats. 





“HOW DEALERS SELL’’ 


Our CONGRATULATIONS 





To Mr. and Mrs. Lee Mitchell 
and Mr. and Mrs. 1. L. Gregory 


Why don't you see our complete file of plans and materials on 
Pole Type Barns today? 
The Estimate and the Plans AreFree! 





Jirs Rowan, Mgr. 








POLE FRAME BUILDINGS, many of them 
using aluminum roofing and siding, are 
promoted by Jim Rowan. Congratulatory 
ads naming recent customers for such 
structures, result in sales leads. Copy 
points out that materials cost for this 
building was 68'%¢ per square foot. 
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Corners stay tight 
Boards stay flat 
Nailing stays put 
Paint lasts longer 


Redwood exhibits these potential 
values only after skilled processing from 
forest to homesite. Through 90 years, The 
Pacific Lumber Company has emerged as 
the oldest major redwood producer because 
PALCO Siding has earned the reputation 
for delivering these values with unsurpassed 
uniformity — at no extra premium in cost. 
For PALCO has constantly pioneered effi- 
cient flow-line methods, scientific seasoning 
and kiln drying, improved equipment, and 
personnel policies which keep skilled and 
responsible experts on the job from appren- 
ticeship to retirement. These are the ingre- 

dients which make up the “hidden values” Recently resold, this 30-year-old Berkeley, California home demon- 

. ‘ strates the permanence of good design and the ‘‘hidden values'’ you 

you expect in redwood — and you get in can expect in Palco Redwood Siding. Note tight mitered corners, flat 


PALCO Redwood Siding. surfaces, and evidence of perfect paint retention. 
807 


S pooiy the latin Ortwotd DALE @O. 


THE PACIFIC LUMBER COMPANY 


Since 1869 * Mills at Scotia, California 


100 BUSH ST., SAN FRANCISCO 4 © 35 E. WACKER DRIVE, CHICAGO 1 © 2185 HUNTINGTON DRIVE, SAN MARINO 9, CALIF. 
MEMS ER UO AE) FE ORNA.A REDWOOD ASSOCIATION 
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Stop in and see us in Booth 437 
ot the Home Show 


The ‘'Last Word” in Window Beouty 


insulating 


NEW MACO-CRAFT 
Aluminum BAY WINDOW 


* Satin é t to bnest meteltobinetry stead 
th insulating glass * De wrered ¢ completely assembled 
Ecaily imstolied * 28 wrest end ongles 
NEW STORE just opened by Greenwood (Ind.} Lumber Co. has 
4,600 square feet including 3,000 square feet of display area 
on one floor. Basement area will be used for storage and 


homeowner clinics. 


Stop In or Call Us for Details 


‘GREENWOOD 


_ LUMBER COMPANY, INC. 





ROAD 3 OR 43)—11 MILES SOUTH OF CIRCLE 


140 ACADEMY ST., womans IND. 


Pienty Parkine So av Time 








DISPLAY AD in Indianapolis Star brought 
people to home show and helped sell 
porch remodeling job using casement 
aluminum windows. 


“HOW DEALERS SELL’’ 








Lost Sales’ 


Dealer Recovers. 


Adding a quality aluminum 
window line, then merchandis- 
ing it, has given Greenwood 
(Ind.) Lumber the edge in the 
fight against the itinerant appli- 
cator. Result: a growing business 
ina profitable specialty product. 





“They were mighty tough to sell 
on the idea that they should handle 
aluminum windows,” declared the 
president of a quality aluminum man- 
ufacturer, referring to the Greenwood 
(Ind.) Lumber Co. 

Greenwood’s manager Ralph H. 


QUALITY ALUMINUM WIN- 
DOWS generally go into 
higher-priced homes as this 
one. Living room unit is 16’ 


wide and 8’ high. Exclusive 
of sliding glass aluminum 
door, about $3,000 worth 
of aluminum windows were 
sold on this job. (See follow- 
ing pages for other alum- 
inum installations sold by 
Greenwood Lumber Co.) 


September 1, 


Ferguson pleads guilty to the charge, 
but the hard facts of selling brought 
him up short less than three years ago. 
He was losing window sales to alu- 
minum window specialists, many of 
whom were merchandising inferior 
products. 

‘“‘Lumbermen are hard to convince,” 
points out Ferguson. “We want to be 
aggressive, but we don’t want to stick 
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ALUMINUM PRIME WINDOWS are given impressive display space in new 
Greenwood store. Walter Langhorst demonstrates bottom awning vent in 
picture window with new bay window model in the rear. 


NEW ALUMINUM ITEM just added is combination 
aluminum door shown here by purchasing agent 
Langhorst. 


With Aluminum Windows 


our neck out. We took on a line of 
prime aluminum windows to keep up 
with the trend of selling the latest and 
best in the building products field.” 
After looking over the prime win- 
dow manufacturers, Ferguson picked 
what he considered the Cadillac in 
the field. It was quite an expensive 
line, but he was convinced that it was 
well built. A window cross-section car- 
ried by the district sales manager 
helped convince him and the jobs 
later sold by Greenwood Lumber con- 
firmed Ferguson’s estimate of quality. 
“We make no effort to change a 
person’s mind from one window line 
to another,” says Ferguson. “We ex- 
plain and demonstrate all types of 
windows and let the customer make 
up his mind, trying at the same time 
to help him buy what he wants to buy. 
“By taking on a line of quality alu- 
minum windows, I’m sure we've got- 
ten some window jobs we wouldn't 
have gotten otherwise. We're very 
happy with the volume we’ve built up 
with aluminum windows and we ex- 
pect to do even better as the result 
of moving into our new showroom 
this week.” 
Selling tips. A working display of 
aluminum windows is necessary to do 
a good sales job in this field, Fergu- 
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son emphasizes. You can't sell suc- 
cessfully from a catalog or leaflets. 
Good word-of-mouth advertising has 
brought several aluminum window 
jobs that have run into thousands of 
dollars. One such satisfied customer 
is Mrs. John Browning, who is cred- 
ited with helping sell two additional 
aluminum jobs for the Greenwood 
firm. 

“We wouldn’t have anything else 
but aluminum windows,” Mrs. Brown- 
ing told American Lumberman. “One 
reason we got aluminum windows 
throughout the house, even including 
picture windows in the bedroom, is 
that my husband, John, hates to paint. 
It’s a simple matter to clean these. 
Before, I had to wait for my husband 
to do the job. On Fridays, I just go 
over the sills with a damp cloth. And 
there’s no condensation, either.” 

Builder sales. Selling the builder has 
been something else again. Walter 
Langhorst, purchasing agent for 
Greenwood Lumber, says that build- 
ers have found that their houses will 
move faster if they have at least one 
high quality aluminum window in- 
stalled. 

In addition to store display and 
word-of-mouth advertising, the man- 
ufacturer’s display at the home show 


DRAFTSMAN ROBERT PATE has an op- 
portunity to specify aluminum windows 
on some jobs sold by Greenwood Lum- 
ber. Supplier's district manager works 
closely with architects, but distribution 
is through dealer. 


and a display ad which ran simulta- 
neously, helped sell several jobs. Sup- 
plier’s literature is kept adjacent to 
the store window display. 

Dealer protection. With two drafts- 
men on the premises, Greenwood 
Lumber has the advantage of being 
able to specify some of their jobs. 


(continued on page 136) 
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Reynolds "House of Ease” promotes 


THE ALUMINUM PACKAGE 
THATS MADE FOR YOU TO SELL! 


For more and more building uses, aluminum is replacing other materials— 
as the pages of this issue show. Now Reynolds “House of Ease” brings 
together these practical applications in a package that adds sales appeal for builders. 
They find the “House of Ease” outsells otherwise similar models... 
because people want its maintenance-free exterior, its Reynolds-wrapped comfort 
and economy, all its modern aluminum features. You’ve got a 
big selling point when you say it’s “featured in the ‘House of Ease’.” For 
information on manufacturers and distributors, call any Reynolds sales office. 
Or write to Reynolds Metals Company, Richmond 18, Va. 


MAKE THIS YOUR CHECK LIST... 
PRODUCTS MADE BY LEADING 
MANUFACTURERS USING : sa | 


Sungly. every item a 
you build. But it's the Ide 
got “THE HOUSE OF 
and more builders outseili 
: “THE HOUSE OF EAST 
clinches sales with hard fac 
! needs parting. almon! 
values up, a Reynolds: Wr 
You're backing luxury 
The Finest Products 
Made with Aluminum 
. e DUCTWORK 


© GUTTERS 
AND DOWNSPOUTS 
© BAKED ENAMEL SIDING 
e SHINGLES 
e FLASHING 
e ATTIC VENTS sistas gti 
in REYNOLOS WRA 
demonstrator of « 


° WINDOWS 
ord-bearer of th 
© THRESHOLDS, DOORKNOBS, HARDWARE iy 


e EXTERIOR TRIM AND SOFFIT 


e SLIDING GLASS DOORS 
e FAMOUS BRAND INSULATION AND WALLBOARD WITH 
THE TRIPLE PLUS* OF REYNOLDS ALUMINUM FOIL. 





REYNOLDS E> ALUMINUM 








*Trademark reg. in U.S. Pat. Off. 
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Full pages to more than 
1,200,000 positive homebuying 
Prospects in the home-planning 
annuals and semi-annuals. 





Double-page spreads to 
the Building industry. 





{ > mE Pe be . il ae a ges, 
hed Sales-Making Idea * Sa ee Pr a : 
. X, ul 


f can take hold of 4é , tom FAS F” 


| and Use Right Now... 


«cally by more 


higher prices 


Amd it 


a4 


’ 
lable f distribution by 
HOUSE OF ASE” baikders 
Keynolds Metais Company 
Richmond 18, Va 


Major products in the “HOUSE OF EASE” package... mode by leading manufacturers 
“af re ee. toe ae Ductwork of Reynolds A-umimum QO 2% vents of Reyneide Alum inom Estersor Trim ond Sofft ne warping 
5 @ 12 s072 19 10 10% on nesting er rudt stremks bow ces! insraltaton 
end cooling CSS” 
lasting beouty ond performance Sidiag glows doors alweys 


operating 





» @ Stor Solesmon 


greatest home 
Orher tem: ore Combination Storm 


uminum.. stand 
Vent Fives and Chimneys 
end Registers Shutters [ite 
and or walloard too 


"The Turi Mus means (1) Cooler i Summer, (2) Warmer in Winter, (3) Moisture 
Control. 8 adds up te More Comfort ot Least Cout Trodemart reg. in U.S. Pat OFF 


Remember October is National Storm Window Month. 
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RECOVERS LOST SALES 


(begins on page 132) 





Bert DeVore, district sales manager, 
sees that architectural data files are 
provided to the architect through the 
dealer. The dealer is protected since 
the manufacturer will not sell direct 
—another factor that induced Green- 
wood Lumber to sign up. 

DeVore points out other advan- 
tages of the dealer in handling his 


line: prompt servicing direct from the 
factory; inside trim complete when 
windows shipped; masking tape on 
inside windows to eliminate cleanup 
jobs. No inventory necessary with in- 
vestment, only in display units. Fast 
installation. 

Most important, according to De- 
Vore, is the fact that a dealer can 
make a far larger package sale, on 
the average, with an aluminum win- 
dow than otherwise, as he sells not 
only the window and the trim, but 


also the storms and screens and the 
labor. 

To saturate the market, Greenwood 
Lumber also stocks a lower-priced 
line of aluminum windows. 

“One thing we like about the alu- 
minum industry,” concluded Fergu- 
son, “is that it is really on the ball 
promotionwise. The consumer sees, 
hears and reads a lot about aluminum 
at the national level. That type of 
customer education certainly helps us 
here.” 


GALLERY OF ALUMINUM SALES BY GREENWOOD LUMBER CO. 


PORCH REMODELING JOB called for 


aluminum = casement 
$1,200 sale resulted from exhibit 
Indianapolis home show. 


windows. This 


at 


TOP-QUALITY ALUMINUM WINDOWS were sold by 
Greenwood Lumber on these new home jobs, examples 
of the firm’s increasing sales in this line. 


i 


LESS EXPENSIVE LINE of aluminum windows sold by Green- 
wood Lumber is represented in these two houses. 
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OVERALL VIEW of aluminum display room at Barber & Ross 
Co., Washington, D.C., featuring doors and windows sold by 


the firm. 
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Dealer's aluminum program aids for 





SLIDING ALUMINUM GLASS DOOR is demonstrated for cus- 
tomer by Hubert T. Plaster, Jr., manager, Barber & Ross’ alum- 
inum window and door division. 


HORIZONTAL SLIDING WINDOW is inspected by customer as 


salesman Plaster points out its features. 


New Home AND Improvement 


Special direct mail letters help Barber and Ross sell build- 
ers, architects, homeowners and other dealers. 


Goal for '58: $250,000 in aluminum sales. 


An aluminum business aimed at 
both the new-home and home-im- 
provement contractor is carried on 
aggressively by the Barber & Ross 
Co., Washington, D. C. 

Since they started with aluminum 
products in November, 1957, the 
Washington, D. C. firm has built its 
volume in aluminum products to an 
estimated $200,000 for 1958. 

The foregoing figure does not in- 
clude the aluminum products that go 
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into the Barber & Ross packaged 
home, which is expected to account 
for an additional $35,000 in alumi- 
num sales. By the end of this year, 
B&R’s aluminum sales will total ap- 
proximately a quarter of a million dol- 
lars. 

The Washington, D. C. firm handles 
the following aluminum building prod- 
ucts: double and single-hung windows; 
sliding windows; awning-type_ win- 
dows; jalousie windows; sliding glass 








patio doors; wood and aluminum ja- 
lousie doors. 

Custom jobs, too. In addition to 
buying ready-made aluminum doors 
and windows, Barber and Ross also 
fabricates windows and doors from 
components purchased from their 
principal aluminum supplier. These 
components include jalousie jams in 
specified heights; heads, sill sections, 
screen frames and storm sash frames 
cut in lineal lengths. 

“Our advertising and promotion is 
directed toward the building contrac- 
tor, the home improvement contrac- 
tor and the architect,” says Hubert 
T. Plaster, Jr., manager of the firm’s 
aluminum window and door division. 
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NEW & IMPROVEMENT 
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Plaster estimates that 90% of their 
aluminum business is split between 
these two markets with the do-it-your- 
self trade taking the remaining 10%. 

Most of the firm’s advertising and 
promotion is done by direct mail and 
the yellow pages of the telephone di- 
rectory. It also advertises in Blue Re- 
ports, Inc. and Dodge Reports, which 
list all new building permits and con- 
struction in Washington and suburban 
areas of Maryland and Virginia. 

“Using these reports,” adds Plas- 
ter, “we send direct mail letters to the 
homeowner, architect, builder and 
other lumber dealers. We also mail to 
firms active in motel business. 

“To the prospective homeowner, 
for example, we point out that his 
new home deserves the finest in doors 
and windows—aluminum. We empha- 
size the quality features: draft-free, 





good ventilation in all kinds of weath- 
er, clear visibility 


whether windows 





are open or closed. Also versatility, 
since they fit into any type of ar- 
chitectural style. 

Consumer program. “We take a 
small amount of consumer advertis- 
ing in the Washington dailies. These 
ads are seasonal and generally on 
storm windows. We do plan to step 
up our consumer campaign with ads 
based on home improvements with 
aluminum products and tied into an 
FHA loan. These ads will be based 
on a porch or kitchen job and we 
would help the customer get the loan 
for the entire job. The aluminum 
product for such a job might run 
from $300—$500. 

In the four-bedroom packaged 
home fabricated and sold by B&R, 
there are 13 aluminum sliding and 
awning windows. Additional package 
homes being designed will include alu- 
minum doors and windows. 

“In my opinion,” concluded Plas- 
ter, “aluminum products are the com- 
ing thing for building in this part of 
the country. The business is growing 
and I predict it will continue to grow. 























JALOUSIE DOOR MODEL is another spe- 
cialty item in the aluminum showroom 
that customers like to inspect at Barber 
& Ross Co. 


“Aluminum has a nice appearance, 
and most important, it requires little 
or no maintenance. The initial cost 
is slightly more than wood, but in the 
long run the cost is less because of 
the small amount of maintenance re- 
quired.” 





prospects. 
Dear Sir: 


it must SELL. 


STANLEY... 


Direct Mail Promotes Aluminum 


When building one home. . 


SELLS. A QUALITY PRODUCT. . 


No other company can offer more than Borber and Ross can in an aluminum window 


Special promotion letters covering their aluminum line of windows are mailed by Bar 
ber and Ross to builders, homeowners, architects and other dealers. Each letter is slanted 
to the special market B&R is trying to reach. Below is the text of the letter to builder 


A home can be sold on PRICE. You can sell FEATURES. You can sell QUALITY. The ideal 
situation is to be able to sell ALL THREE. 
More and more, the public is becoming brand-conscious. They want well-known items— 
Westinghouse kitchens, American Standard plumbing, etc., names that have been around 
for a long time and that stand for quality. 
a name synonymous with quality in the builder's hardware and tool 

field for well over 100 years is now in the aluminum window business. 
STANLEY CAN GIVE YOU IMPORTANT ADVANTAGES. A WELL-KNOWN NAME THAT 
. . AT A COMPETITIVE PRICE. 


. AND MOST IMPORTANT. 


Our price is right and our service is the best. 
Thumb through the enclosed literature and investigate today! 


Very truly yours, 
BARBER AND ROSS COMANY 
Hubert T. Plaster, Jr., Manager 


Aluminum Window and Door Division 


- Or ao project, the important thing to remember is that 






























MIXING BOXES 


Formed from single sheet of steel——no obstruc- 
tions. Corners lapped, electric welded. Ends 
have flanged edge reinforced with channel steel, 
providing unique handgrip on models #40, 





#45, #50, #60. Nest without wedging. #30, | 
6 cu. ft.; #40, 11 cu. ft; #45, 16 cu. ft.; #50, i 
21 cu ft.; #60, 29 cu. ft. 






Pressed from 16 gauge 
steel. Edges reinforced. 
Lightweight. Easy to 
clean. Won't leak—mortar 
requires less tempering. 
Rounded corners for 
Tp aX safety. 


eau Jackson 


Oldest and Largest Wheelbarrow 
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ASK YOUR BUILDING SUPPLY HOUSE 





Manufacturing Co. ¢ Harrisburg, Pa. 


Maker In America 
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The Modouw Paneling Favorite 
IDAHO WHITE PINE 


@ The pleasing characteristics of Idaho White 
Pine—light color, straight grain, smooth texture, 
and tight knots—make this wood ideal for modern 
ti paneling. Its rich, warm hues become even more 
beautiful as it mellows with time. Builders like its 
easy workability and superior nailing properties. 
| When you sell Weyerhaeuser 4-Square Idaho 
White Pine, you deliver time-tested advantages 
to your customers plus modern benefits of precision 
manufacturing and scientific kiln-drying. For ex- 
ample, with the Sterling grade, you offer a durable, 
economical paneling of character and charm. 
Weyerhaeuser 4-Square Sterling Idaho White Pine 
is ideal for modern and traditional interiors. 
Because of its favored position, Weyerhaeuser 
4-Square Sterling Idaho White Pine paneling is 
readily accepted and easy to sell. 


Weyerhaeuser | 4-SQUARE 


LUMBER AND BUILDING PRODUCTS 























IDAHO WHITE PINE 


..» Serves well for many uses 










Idaho White Pine is an all-purpose lumber. It 
has proved its worth as a fine lumber for cabinets 
and built-ins, ceiling, shelving, sheathing, siding, 
fencing and for exterior trim. 

Because of its enviable reputation, dealers who 
stock Weyerhaeuser 4-Square Idaho White Pine 
confidently offer this lumber for a broad range 
of needs. It is the same fine species that has al- 
ways delivered extra building and decorative 
values for which white pine has been famous for 
years. Again builders may rely on it as their pre- 
ferred multi-purpose lumber. 

Your Weyerhaeuser District Representative 

2 will be glad to describe the line of 


5 ~ Idaho White Pine items which are 
oe readily available. 


Weyerhaeuser Sales Company 


FIRST NATIONAL BANK BUILDING e ST. PAUL 1, MINNESOTA 
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NEW CUSTOMERS were sold on alumi- 
num windows as the result of Washing- 
ton Lumber's display booth at the Balti- 
more and Washington home shows. 
Booth listed builder customers and pic- 


tures of finished job. 


Small Investment Puts You 
in Aluminum Assembly 


Volume production is required, however, to make a good 
profit. Here's a Baltimore dealer's experience. 


It doesn’t take a big capital invest- 
ment to get into the aluminum win- 
dow assembly business, according to 
Harvey M. Ross, vice-president, Wash- 
ington Lumber Co., Baltimore, Md. 

His firm will assemble around 15,- 
000 aluminum windows this year, 
mainly for project builders, from com- 
ponent aluminum units furnished by 
their supplier. A crew of 10-12 men 
is kept busy the year round cutting, 
dressing and assembling the aluminum 
extruded parts in wooden window 
frames in the Washington Lumber 
Co. shop. 

Here is the basic equipment, ac- 
cording to Ross, required by a dealer 
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for aluminum window assembly and 
the approximate cost: 

1. Glass cutting table ..$125 

2. Air screw drivers ... 100 each 

3. Jigs 100 

4. Air compressors .... 200 up 

(necessary for volume work) 

One of Baltimore’s biggest build- 
ers, Jack Meyerhoff & Sons, con- 
tinues to be Washington Lumber’s 
best single customer for this specialty. 
Meyerhoff will erect around 1,500 
homes this year in the $6,000 to $7,- 
500 price bracket. In addition, Wash- 
ington Lumber sells aluminum win- 
dows to about two dozen smaller 
builders. Ross says their volume sales 
can be attributed to their high quality 
product at an economical price. 

The biggest single project using alu- 
minum in which Washington Lumber 
Co. has had a hand is the big, new 


state office building currently under 
construction in Baltimore. An alu- 
minum curtain wall and aluminum 
windows will make this multi-story 
building a striking structure. 

On this project, Washington Lum- 
ber is acting as manufacturer’s agent 
for their supplier, Cupples Products 
Corp., whose prime contract for alu- 
minum in this building will run around 
$600,000. Blake Construction Co. is 
the builder. 

Direct mail is the top promotion 
media being used by Washington 
Lumber for its aluminum window 
line. For demonstration purposes, the 
firm has installed a number of alu- 
minum sliding windows in its own 
offices; it has also taken sizable dis- 
play space (see photo) in the Balti- 
more and Washington home shows. 

Within the past two years, Wash- 
ington Lumber has started to promote 
sliding glass doors to builder custo- 
mers and has tentative plans to start 
manufacture of roof trusses. 
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FABRICATING EQUIPMENT for the dealer need not exceed 
$500. Washington Lumber keeps 10-12 men busy in the alumi- 
num window assembly department. 









INSTALLED ALUMINUM WINDOWS in the Washington Lumber 
Co. office are used to help sell other jobs. Harvey M. Ross, 
the vice-president, is the demonstrator. 


STATE OFFICE BUILDING, Baltimore, now under construction. 
Washington Lumber is serving as the manufacturer's agent for 
the supplier of aluminum in this 15-story building. Aluminum 
curtain wall and windows will make this a $600,000 aluminum 
project. 
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with louvered 


SHADESGRES 


by KAISER ALUMINUM 


++ protection against flying pests, sun glare 
and heat, sun-fading of furniture—new day- 
time privacy—never streaks, never stains, 
never needs painting. 


“TRADEMARK —a lowered acreening product made by Kawer Aluminum | 


% STOP IN OR CALL TODAY | 


DERS LUMBER 


SHOPPING CENTER 


AMPLE FREE PARKING — OPEN 8-5 — Mon.-Sot. | 
4101-23rd Ave. @ MOLINE @ Dial 4-2457/ 





SALES MANAGER KEITH R. WINTERS, Builders Lumber Co., 


Moline, Ill., 


poses before the 19 different widths of aluminum screen wire handled 
by his firm. He holds photos of jobs using this product. 





DEALER’S AD was backed up by sup- 
plier’s adjoining quarter-page ad, which 
reemphasized cooling value, minimum 
maintenance and other qualities of lou- 
vered aluminum screen wire. Builders 
Lumber also used radio spots. 
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Why Sell Aluminum Screen Wire? 


Dealer and housewife agree that it has unmatched quali- 
ties. Here are their reasons. 


Aluminum screen wire sales are 
35%-40% ahead of a year ago at 
Builders Lumber Co., Moline, IIL, 
according to sales manager Keith R. 
Winters. Currently, aluminum screen- 
ing is outselling all others 3-1, Win- 
ters adds. 

“It’s not a hard product to sell,” 
explains Winters, “because of the ex- 
cellent national advertising campaign 
by the manufacturer and we tie in 
at the local level. 

“We do a 4-6-week campaign at 
the start of the season in the Rock 
Island and Moline newspapers and in 
addition, we plug it in our radio 
spots.” 

Builders Lumber carries an inven- 
tory of 19 different widths in every 
size supplied by the manufacturer and 
never less than a roll of backup stock; 
sometimes a dozen or more rolls in 
the popular sizes. However, an ex- 
tended inventory is not required be- 
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cause of prompt delivery from a Dav- 
enport wholesaler. 

Although the line of screen wire 
handled by Builders Lumber is the 
most expensive available, price hasn’t 
slowed sales any. Dorothy Buresh, a 
Moline housewife, told American 
Lumberman some reasons for the pop- 
ularity for this specialty item: 

“I have it on my front door,” she 
said. “It’s wonderful for avoiding ped- 
dlers. You get a chance to see them 
first! And they can’t see you! A love- 
ly arrangement. We have aluminum 
screens all over the house. They also 
save a little on air conditioning.” 

Homeowners buy 95% of the screen 
wire sold by Builders Lumber. Win- 
ters says most customers are willing 
to spend a minute to listen to why 
the quality of aluminum screening will 
keep out bugs and reduce the effects 
of direct sunlight. Repeat customer 
visits have proven its popularity. 

“In fact, if it continues to get more 


” 
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popular,” Winters said, “it won’t pay 
us to carry anything else but straight 
aluminum wire.” 


Aluminum Flakes 


Make Concrete Rise 

Aluminum flakes added to Portland 
cement, lime and sand make possible 
a new lightweight concrete masonry 
now being introduced into this coun- 
try from Sweden. The aluminum flakes 
in the mix undergo a chemical reaction, 
releasing hydrogen gas. The result is 
a strong, lightweight cellular precast 
concrete that can be sawed, nailed 
bored or hewn with woodworking tools, 
yet has great compressive strength. 

Although perfected in Sweden 30 
years ago, it is now being introduced 
here for the first time. It will be made 
by franchised manufacturers in build- 
ing blocks, wall panels, floor slabs and 
roof decks. Among other places, a 
$1% million plant is being erected at 
St. Paul, Minn. 
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4 you WON'T 
2° find any 
rocking chairs 


N RIDA bropuers 
EXPOSITION 


IN CHICAGO’S 


INTERNATIONAL AMPHITHEATRE 


November 22-25! 


But you will find thousands of 
smart retail lumber dealers who, like 
be yourself, are on their toes and going places! The building materials industry has long 
since come off its rocker and stepped double-time into the parade of progress. Today 
you are pacing one of the fastest-changing industries in America’s dynamic economy— 
and the 1958 NRLDA Exposition is your key for keeping in step. 

It’s your national marketplace for industry knowledge—of products, grades, methods, 
applications, availability, cost, financing, management. Hear outstanding dealers and 
industry experts discuss— 












MERCHANDISING TO EXPAND YOUR MARKETS NEW PROFITS IN FARM BUSINESS 
BETTER SALESMANSHIP HOW TO SELL MORE HOME IMPROVEMENTS 
WHAT'S AHEAD FOR DEALERS MERCHANDISING KITCHENS 

PERSONNEL MANAGEMENT COMPETING AGAINST PACKAGED PREFABS 













Attend the only show in your industry featuring live-action demonstrations—New Develop ments 
in Materials Handling ... New Markets for Component Construction . . . 
New Concepts of Merchandising and Store Planning 








NATIONAL RETAIL LUMBER DEALERS ASSOCIATION 
NRLDA Exposition, 302 Ring Bldg., Washington 6, D. C. 








Please send: 
[-] Details on exclusive budget-priced NRLDA-HILTON HOLIDAY package 







[-] Hotel Reservation Forms [_] Expesition Registration Forms 
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JOE BAKER explains advantages of sliding aluminum window 


unit to one of his employes. 


ment. 


Wholesaler to lumberyards says: 





Aluminum Sales Up 31% 


CUSTOM WINDOW DESIGNS can be handled in Baker's own 


millwork shop if stock pattern doesn't meet customer's require- 


ver 57 


Oklahoma jobber says aluminum prime units are catching 
on. He says his lumber and building material retail customers 
like these aluminum product advantages: 


* Fast delivery. 
* Quick service. 


It was 2'2 years ago when Joe 
Baker of the Lumbermens Supply Co., 
Oklahoma City, answered a trade 
magazine ad on aluminum windows. 
Today 8% of this distributor’s total 
business is done in aluminum windows 
and doors. 

Like many retail building dealers, 
Baker hesitated to take on a line of 
products considered by many to be 
foreign to the lines customarily han- 
dled by the lumber dealer. At the 
time, the manufacturer was distrib- 
uting solely through building specialty 
people and it was several weeks be- 
fore the manufacturer decided to give 
Lumbermens Supply a try. 

The results speak for themselves. 
For the first seven months of this 
year, the volume of aluminum win- 
dows sold by Lumbermens Supply is 
up 31% over last year. The reason, 
according to Baker, is that home- 
owners are demanding more and more 
aluminum windows. The low upkeep 
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appeals to the man of the house and 
the housewife likes the convenience. 

Lumbermens Supply has six sales- 
men covering the state of Oklahoma 
selling to more than 640 lumber and 
building specialty dealers. Their deal- 
ers work on an average profit of 20% 
of the selling price with the most 
popular priced unit retailing at about 

se 

No inventory problem. This is a 
quick, easy profit for the retailer, 
since his inventory consists only of 
floor samples. He orders in job quan- 
tities as he sells. Three large semi- 
trailers and two smaller trucks and a 
pickup truck give the dealers one-day 
delivery in many cases. 

Dealers demand not only good de- 
livery service, according to Baker, but 
also good installation service. Okla- 
homa is noted for its wind and dust 
and these weather handicaps some- 
times calls for a serviceman to help 
the builder make an_ installation. 


* No inventory. 
* Good profit. 


Knowing that territory servicemen are 
available, says Baker, gives the dealer 
confidence when he sells the job. 

A well-equipped shop on the prem- 
ises enables Lumbermens Supply to 
adapt a stock item to a custom-made 
order. Few sales are lost because the 
customer wants something unusual. 

Baker believes that a really suc- 
cessful dealer in aluminum should 
handle a complete line of doors and 
windows. 

“When a homeowner decides on 
aluminum, he wants to buy from one 
dealer,” explains Baker. “For that 
reason, it’s necessary for the supplier 
to have a complete stock to deliver.” 

Baker, who started in the lumber 
business in 1932, has 41 employes 
including five truck drivers and six 
salesmen. He believes that lumber 
dealers, if they are to do business at 
a profit, should keep up-to-date in 
developments, including new products 
in the building materials field. 
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Join the more than 40,000 buyers who annually attend the National 
Hardware Show. For here is your complete national showcase for hardware, housewares 
and allied items . . . lawn, garden and outdoor living products. See thousands of 
new items, new packages, new promotions and new ideas for profit shown for the first 
time on more than 300,000 sq. ft. of floor space. 


The National Hardware Show is your once-a-year opportunity to see, feel and compare 
the offerings of over 1,000 leading manufacturers. Don't miss the most complete and 
diversified trade show in America. Fill out and return the registration coupon today. 
Your admission badge, which will admit you without further 
registration, will be mailed to you. 


eee ee ee ees ee UD ee erm comme mk Tm 
, NATIONAL HARDWARE SHOW 
please fill out coupon and mail ’ I Suite 1103, 331 Madison Ave., New York 17, N.Y. 
Please check below if you wish us to make hotel reservations for you. 
(Please Print) 


NAME TITLE 


NATIONAL FIRM 


STREET 


1 
l 
i 
HARDWARE SHOW ‘Gi STATE | 
| 














TYPE OF BUSINESS 


Please check below the classification of your business. 
( Wholesaler C] Retailer [] Dept. & Chain Store Buyer 





Executive Offices: 331 Madison Avenue () Importer-Exporter (] Mfgrs! Agent [[] Manufacturer [[] Other 


New York 17, N.Y. @ MUrray Hill 2-4802 ! {_] Please send us your hotel reservation blank. 
1 Minors under 18 yrs. of age will not be admitted under any circumstances. 
Bs ee cree cae a GS SS GD GS GE ED GE GS GE GD cs ce ee” 
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“Open House” Boosts Sales 


How to stage a ‘‘Building Products Day’ that will bring 
crowds, added sales into your store is shown here by rural 
dealers. Farm roofing demonstration is the drawing card. 


Aluminum is one leading building product which can be 
used to key an “open house” promotion. The results of such 
a promotion are on the record, not a matter of theory. 

R. M. Gerber, who has helped plan many open house 
events for lumberyards as a representative for a leading 
building products manufacturer, can cite several examples 








CAREFUL PLANNING is essential for success for any open 
house. Manager Cliff Rose, center, San Jacinto (Calif.) Lumber 
Co., works with supplier's representative Hugh Smith left, and 
Bill Parrish on details. 


of excellent sales response based on a “Building Products 
Days” event. 

The sales momentum for each of thee days carries way 
beyond the event itself, says Gerber. As an example, he 
cites the Wilks Lumber Co., Monett, Mo., which made 
more than $7,000 worth of aluminum roofing sales during 
the six weeks following their open house. Many other 
building products also showed above-normal increases. 
The Wilks yard drew 600 people to the one-day event. 

“At the T. H. Rogers Lumber Co. yard at Okmulgee, 
Okla., a Building Products Day drew 235 farmers and 
townspeople,” added Gerber. “By the end of the day, the 
profits on aluminum sales alone covered all the expenses 
for the affair—and then some. The total cost to the lum- 
ber yard was $45.” 

“No matter what you call them—open house, special pro- 
motions—get acquainted days or what—we’ve found the 
customer who is given a strong enough incentive to visit 
your place of business today becomes tomorrow’s custom- 
er,” declares Gerber. 

Seven rules. Careful planning, however, is required to 
make such a promotion successful. Here are some of Ger- 
ber’s rules, based on his own experience: 

1. Don’t pick a busy time for the farmer. Don’t buck 
county fairs, holiday seasons, planting and harvest 
time. 

. Use the days following the open house to follow up 
sales leads. At LaPlata (Mo.) Lumber Co., manager 
Jim Rowan sold nine pole-type buildings to people 
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ADVANCE ADVERTISING for 
their open house helped 
Wilks Lumber Co., Monett, 
Mo. pull customers, who 
later bought $7,000 worth 


















































of aluminum roofing. 
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—Courtesy, Kaiser Aluminum SEVERAL DISPLAYS should be focal points of interest in the 
store and yard. These should be arranged to lead visitors by 
regular displays of merchandise, as here at McCoy Lumber 
Co., Hemet, Calif. 


signing prize-drawing cards during the day by follow- 
up their indicated interest with a sales call. 
. Start planning 60 days prior to the event. This gives 
time to get maximum cooperation from your sup- 
pliers. 
. Items that require careful pre-planning: decorations, 
special displays, prizes and refreshments; newspaper 
and radio advertising should be scheduled to start a 
week in advance of the event. Mail personal invita- 
tions to key guests. 
. Registration card: a carefully-developed card can re- 
sult in many good sales leads. Give your guest a 
chance to tell something about himself and his buying 
desires. An open house held by the T. H. Rogers Lum- 
ber Co., Seminole, Okla., produced 132 good sales 
out of 237 signed registration cards. 
. Arrange store and yard displays intelligently; don’t 
overcrowd. Try four or five centers of interest. Ar- 
range so a visitor can move from one group to an- 
other and see as much of your stock as possible. 
. Hold door prize drawings after closing; invite winners MODEL POLE-TYPE STABLE BARN in a portable case was one 
to come back later and collect their prizes. of many aluminum items exhibited by Rhodes Lumber Co., 


“The entire dealer’s staff gets a lot of good out of a show Sullivan, Ill., at their “Building Products Day.” 
like this,” Gerber declared. “They become more familiar 
with the products they sell, since they must be able to 
answer lots of questions about them. They’ll get a real kick 
in taking an important part in a first-rate merchandising 
promotion.” 
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NEW PLASTIC PANEL 


you can talk about and sell! 


@ Higher light transmission in 
industrial colors. 
@ Greater weather endurance. 


Yours in new, extra-wide 48” 
coverage size at same low cost 
of ordinary plastic panels ! New 
size solves dealer inventory 
problems, saves labor and fas- 
tening costs. Eleven decorator 
colors, strength and load capac- 
ity exceeding industry stand- 
ards, uniform thickness, fire and 
heat resistance, new resins, new 
manufacturing process. Get all 
the facts about new Butler 
Stylux — write: 


5eUTLER, 


BUTLER MANUFACTURING COMPANY 
Dept. 101, 3241 N. 7th St. Trafficway, 
Kansas City 1, Kansas 
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«+» 40 Foot Ladder 
In Five Interchangeable 


8 Foot Sections 


& ..f0r HIGHER PROFIT 
LOWER INVENTORY 





} 


# 200 Fits customers’ requirements for 8’, 
16’, 24’, 32° and 40’ Ladder 


e no need to stock a variety of sizes, yet 
you can fill all orders 


e stocks in area 152“ x 11” x 8 - saves 
storage space for other merchandise! 


Lightweight (12 Ibs. per section) - Strong (durable 
aluminum extrusions) 


For complete details and prices on ¥ 200, write: 


member SCRANTON L U mM I N U M 


Metal Ladders MANUFACTURING COMPANY 
Manufacturing 
Association 


Circle No. 13 on Coupon, page 168 


419 S. Wyoming Ave. Dept. A9 Scranton, Pa. 


C. ALBERT STEPHAN, vice-president and treasurer, Peter Lum- 
ber Co., stands near entrance to firm's aluminum merchandis- 
ing center, which has increased sales of all aluminum prod- 
ucts this past year. 
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Aluminum 


Display Center 


Peter Lumber Company's customers are 
more ‘‘aluminum conscious" since the firm 
consolidated all their aluminum products in 
a special aluminum merchandising center. 


Peter Lumber Co. in Philadelphia is selling a lot more 
building products made of aluminum since they converted 
an old office into an “Aluminum Merchandising Center” 
last September. 

The center, located in the rear of the store, occupies 100 
square feet of floor space and 320 square feet of wall space. 
It catches the eye immediately and frequently draws the 
customer to that area, especially if the salesmen are tied up. 

“I never knew they made so many things out of alum- 
inum,” is a frequently-heard comment by first-time visitors 
to the aluminum center, according to C. Albert Stephan, 
vice-president and treasurer of the firm. 

Stephan himself admits he was very much surprised to 
see the number and variety of building products of alum- 
inum until they were all displayed in one place. 

Products in action. Entrance to the aluminum display 
center is through a doorway to which a jalousie window is 
attached on swinging hinges. To the right of the door is an 
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Opening in which an aluminum casement window and an 
aluminum combination storm-screen window are installed. 
An opening in another wall provides space for an awning- 
type window. At the rear of the room are two sets of 
double-hung aluminum windows opening to the outside of 
the building. 

Storm windows and storm doors are the most popular 
building products in the display, says Stephan. These prod- 
ucts are installed just as they would be at home, so that 
the customer can operate them. The smaller aluminum 
products are displayed on perforated hardboard around 
the room. 

The aluminum building products displayed in this area 
include: windows—double-hung, basement, casement, glass 
block, awning, sliding, jalousie and storm-screen combina- 
tion; aluminum louvers, all types; aluminum tools—levels, 
mason’s tools, etc.; awnings and window shades, aluminum 
hardware; threshold and weatherstrip products—extruded 
aluminum moldings, aluminum sheets and caning; screens 
and screen wire; roofings and lawn edging; aluminum 
paints; foil and foil-covered insulation; door guards and 
door kick plates. 

“Nearly everyone, who is not in a hurry, is drawn to the 
aluminum display,” says Stephan. “Right next to it, we 
have a display of complete modern kitchens, sinks, cab- 
inets, appliances and other products. After looking over the 
aluminum display, customers can’t help but glance at the 
new kitchens. And on the way back to the door, customers 
are exposed to all the tools and other items on display.” 

The most important advantages of the aluminum display 
center, adds Stephan, is that it is a “sales maker” and at 
the same time makes the customer “aluminum conscious.” 
It places aluminum in the customer’s mind as never before 
and possibly makes him consider aluminum in place of 
some other material he had in mind when he came into the 
store. 

Regular promotion. In addition to newspaper display ads 
when the aluminum center was opened, interest in alum- 
inum is maintained through Saturday morning product 
demonstrations held adjacent to the center. 

“Once customers start using aluminun products,” says 
Stephan, “they continue their search for other products in 
the same line. This starts a chain buying reaction. We 
have some customers who visit our aluminum center sim- 
ply because they like working with aluminum.” 
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FOIL-COVERED INSULATION attracts one browser's attention. 
Walls are lined with perforated hardboard to display light- 
weight aluminum items. 
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New plant... equipment due... floor flooded ! 
Fioor drained... 
painted damp... 
equipment moved 
in next morning! 


That's the story of the fine new plant of Quezon 
Cordage Mills of Winchester, Mass., manufacturers of 
clothes lines and mops, a corner of which is shown in 
this photograph. 

The equipment was due to arrive, but heavy rains on 
the still ungraded area around the building flooded the 
floor! After a fast sweep-and-mop, the damp cement 
floor was painted with Kyanize Plastic Floor Paint. 

Next morning, just a few hours later, using no spe- 
cial care, the equipment was moved in on ordinary 
trucks and dollies, some with steel wheels. Not a mark 
showed, not a bit of paint lifted . . . the paint was ready 
for duty! 

Another crisis passed . from flooded floor to 
clean painted floor with equipment in place, all within 
24 hours! That’s a lot to expect of a paint, but Kyanize 
Plastic Floor Paint did it! 





eo om 
id “Kyanize Plastic 
Floor Paint 


Kyanize Plastic Floor Paint is perfect for all 
exterior and interior floors of concrete, wood, 
linoleum or rubber tile in home, institution or 
factory. Odorless, dries in 1 hour, scrubbable, 
easily applied, and brush cleans with water. 
Can be applied on a damp surface. For kitch- 
ens, garages, patios, stairways, porches, 
breezeways, anywhere, It’s lime-proof, grease 
and acid resistant. 











Kyanize PAINTS, INC. 


Springfield, Ill. » 
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SLIDING GLASS DOORS are 
gaining in popularity in the 
Akron area, especially with 
: some project builders. This 
L4 i trend has been noted by 


FLOOR TILE COLORS dealers in other parts of the 
JOHNS-MANVILLE REGULAR QUALITY country. 
TERRAFLEX SPATTER COLORS 


A lamar tk aon OMY li«. 


CARLOAD 














ALUMINUM 
Storm Door 


+ AL WRLOED 
CONSTRUCTION, 
© FAL ONEAINCH Matt AL 


. — —Courtesy, Minerva Aluminum Co. 


Yours today 
for as little as... 


29.6 maanva DOOR 








SwW-4-996! 

TE-6-2211 

ST-4-1295 

Rd. ot Portage Lokes Dr... Mi-4-2266 


WORKING MODELS are nec- 
essary to sell aluminum 
products. Hank Reto, sales 











THE PROBLEM OF QUALITY, 
aimed at the consumer's dis- 
trust of specialty applicators 
in aluminum, is frankly stat- 
ed in Carter-Jones storm 


manager for Minerva Alum- 
inum Co., points out quality 
features of louver door to 
Paul Henry, manager, Fair- 
lawn branch of Carter Jones 


door ad, above, part of om- 
nibus local newspaper in- 
sertion. 


Lumber Co. 


Leading 
Ohio 


Dealer's 
Advice... 


“Display Aluminum’s End-Use & Quality” 


The best way to sell aluminum prod- 
ucts is to display them as part of the 
end product, believes Glen Carter, 
advertising and promotion manager 
The Carter Jones Lumber Co., Ak- 
ron, Ohio. 

Carter doesn’t believe in segregat- 
ing aluminum products in one area of 
the store. “People don’t come in to 
buy so many pounds of aluminum,” 
he explains. “They come in to buy 
an end-product, whether it’s aluminum 
or something else.” 

That is one reason why, at the five 
Carter Jones stores in the Akron area, 
you will find aluminum jalousie doors 
and other products installed and in 
every-day use. 

Combination doors are the fastest 
moving promotional aluminum item 
handled by his firm, Carter says, fol- 
lowed by combination windows. Alu- 
minum sliding doors are gradually 
gaining in popularity in the Akron 
area, especially for those homes in 
the $25,000 up bracket. Some of the 
project builders are starting to install 


150 


them in some of their better quality 
homes. 

Other aluminum products handled 
by the Carter Jones stores include 
aluminum nails, screws, ventilating 
louvers, gutters, downspout, flashing, 
window walls, prime windows, alu- 
minum siding and step ladders. 

Although this Ohio organization 
has handled aluminum products for 
many years, the increased consumer 
demand in recent years has led to 
purchases in carload lots on most alu- 
minum items. 

Sell quality. Quality is becoming 
more important than price to custo- 
mers interested in aluminum, Glen 
Carter is convinced. 

“In my opinion, people are starting 
to realize that they get what they pay 
for. Warehouse sales and discount 
houses will always be a factor in the 
market, but customers are finding out 
that a cut price frequently means a 
sacrifice in quality and service.” 

The quality and reputation of the 
product is the No. 1 factor that a 


dealer should consider in taking on 
a line of aluminum products, Carter 
adds. Quality, he emphasizes, should 
be backed up by display and promo- 
tion. You can’t sell from warehouse 
inventory or from manufacturer’s lit- 
erature. Customers want to see the 
product installed and displayed where 
it can easily be compared with sim- 
ilar items. An array of louvers and 
awnings at Carter Jones illustrates 
the point. 

Free-standing models in aluminum 
products rarely do the product justice, 
Carter believes. Another disadvantage 
is that they are unstable and fre- 
quently hamper the view of the en- 
tire store. 

Educating store employes on alu- 
minum products is just as important 
as educating the customer, points out 
Paul Henry, manager of the Carter 
Jones Fairlawn branch. 

“Sales meetings with supplier’s rep- 
resentatives and also our warehouse 
staff make for a close-working organ- 
ization.” 
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Red Tagg sys: Simple test helps you sell 
more Fiberglas’ Screening. ’ 


a 


GN 


This simple, easy-to-make merchandiser is a very 
quick way to let your customer prove for himself 
how strong Cyclone Fiberglas Screening is. Just 
attach two pieces of wood, with handles, to each 
side of a small piece of Fiberglas. Then let your 
customer try to stretch it. He'll soon convince 
himself that Fiberglas is strong, sturdy, stretch- 
resistant screening—and you'll have made another 





sale of Fiberglas! 


Features of Fiberglas Screening: 


Snap-back tension — Fiberglas 
always snaps back without 
a wrinkle, always keeps its 
shape. The weave — perma- 
nently locked in place — won't 
ravel or stretch, shrink or 
shift. 


Dent-proof—Fiberglas Screen- 
ing withstands all kinds of 
wear and tear, stress and 
strain, without bulging or 
denting. 


Glareless — Fibergias Screen- 
ing gives better visibility. It's 
easy on the eyes and adds to 
the beauty of any home. 


(is8) Cyclone Red Tag 


Exceptional strength — Al- 
though easy to cut and easy 
to use, Fiberglas Screening 
has superior strength. This is 
maintained even after pro- 
longed exposure to heat, 
weather, water and aging. 


No staining—Glass and _ its 
vinyl coating contain nothing 
to cause staining. Fiberglas 
Screening thus reduces the 
chance of discolored frames, 
sills and side walls. 


Rust-proof—Fiberglas Screen- 
ing can never rot or corrode. 
Rain, salt, air, sun, frost or in- 
dustrial fumes cannot affect it. 


Cyclone Fence Dept., American Steel & Wire 


Cyclone Fence, Waukegan, Illinois + 


Division of 


BUILDING PRODUCTS MERCHANDISER 


In addition to the new outstanding Fiberglas 
Screening, Cyclone also manufactures a complete 
line of metal screenings—Aluminum, Bronze, and 
Galvanized Steel. Like Fiberglas, they, too, are 
quality products and are backed by the famous, 
widely accepted USS Cyclone Label—which adds 
greatly to their sales appeal and helps you increase 
business for your store. Additional information on 
Cyclone Insect Screening is available from your 
jobber. For specialized information on Fiberglas 
Screening, get in touch with the nearest Cyclone 
Fence office. 


Place your order now! 


USS and Cyclone are registered trademarks 


” Hardware Products 


United States Steel 


Sales Offices Coast to Coast + Pacific Coast Headquarters, Oakland, California - United States Steel Export Company, New York 
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Pay as little as 5125 weekly! 
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REPAIR, Improve Your Home Now! 
ROTH BROTHERS does everything for your home 


© INSTALL NEW KITCHEN °s::.” © PUT ON A NEW ROOF 

© BUILD A NEW PORCH © ALUMINUM SIDING 

© FINISH YOUR ATTIC © FINISH YOUR PLAYROOM 

© INSTALL A NEW BATHROOM © NEW OR ADDITIONAL WIRING 


NO REPAIR JOB IS TOO SMALL — NONE TOO LARGE 


ROTH BROTHERS 


HOME IMPROVEMENT 
DIVISION 


ROUTE 30 EAST IRWIN, PA. 


UNderhill 3-7300 








































HOME PROTECTION ad at left is typical retail promotion which 
develops leads for Roth Brothers Co. lumberyard. Telephone 
solicitor (above) also develops leads; she's turning over 20 
prospect sheets to Roth salesman. All prospects get demon- 
strations in store, as below, and/or in customer's home. 








Dealer with successful Home Improvement Division says: 

















By knowing your aluminum prod- 
uct and its sales features, you can 
make customers out of prospects eas- 
ily through comparative selling, ac- 
cording to Samuel Kirshenbaum, sales 
manager of the home improvement 


division, Roth Bros., Irwin, Penna. the community, 


152 


Prospects can be shown difference between good and 
bad aluminum products, says Pennsylvania dealer. Include com- 
bination doors in all house remodeling projects, he suggests. 


“By talking quality, 
provement department salesmen have 
the enviable record of selling eight 
out of nine leads that are given them,” 
he said. Reliability of an established 
building material yard, with roots in 
can be 


Solicit, Demonstrate, Finance 


merchandised when selling combina- 
tion aluminum products, according to 
the Roth people. 

The woods are so full of home im- 
provement prospects that with care- 
ful screening of leads, you can pay 
attention to only those that are really 
in the market, says Kirshenbaum. Alu- 
minum combination windows can 
serve to get the prospect interested 
in large home improvements. 

Roth Bros. steadily advertise home 
improvement products, including alu- 


our home im- 


effectively 
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minum specialties. A full-time tele- 
phone solicitor calls names alphabet- 
ically from the phone book for Roth’s 
home improvement program. Tele- 
phone solicitation results in about 20 
live prospects weekly. 

“We only contact bona fide pros- 
pects because we have more leads 
than we can handle,” adds Kirshen- 
baum. “Between our walk-in traffic, 
newspaper advertising and telephone 
solicitation we are kept pretty active. 
As our sales methods are not based 
on high pressure, we want to make 
sure that we are spending our time 
on really interested prospects before 
making calls on them.” 

Compares quality. On such calls, 
Kirshenbaum or one of his salesmen 
take along an inferior product in a 
combination window as well as their 
own quality line. A comparison illus- 
trates quite dramatically that the cus- 
tomer is getting what he is paying 
for. If the customer decides to buy 
solely on price, the salesman can sup- 
ply a low-priced product, but Roth 
Bros. have discovered that it doesn’t 
take much salesmanship to show cus- 
tomers that aluminum products are 
a lifetime investment and that the 
cheapest way to make this investment 
is through the highest quality mer- 
chandise available. 

“Once the customer is sold on qual- 
ity, we always start with our highest 
quality line and work down if  nec- 
essary,” explains Kirshenbaum. “Cus- 
tomers usually find it hard to trade 
themselves down and we work with 
them in every way to see that they 
buy the highest quality possible. 

“We will finance through any bank 
which they select or encourage them 
to buy through our budget plan sys- 
tem. Sometimes it is more feasible for 
a customer to buy part of his require- 
ments at one time and add, say, com- 
bination windows and doors at a later 
date. In this way, we see that our 
customers get the best quality thev 
can afford without over-extending 
themselves.” 

Selected promotion. Roth Bros. fre- 
quently takes newspaper display space 
to promote aluminum products. A 
special promotional stunt last Novem- 
ber helped add $9,000 in aluminum 
product sales to the firm’s overall 
volume. During the month, a 12- 
pound turkey was offered to any cus- 
tomer ordering a home improvement 
project involving aluminum. Sixty 
turkeys were given out during the 
month. 

“We want to sell customers qual- 
ity merchandise at the right price and 
give them service when it is needed,” 
declared Kirshenbaum, in conclusion. 
“The only way this can be handled is 
through responsible and _ legitimate 
sales methods. As a result, we get a 
sizeable number of leads through cus- 
tomer recommendations.” 
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25,000 





LLPEALER POINTERS 


Sign Machine Saves 
$150 Per Year 


A sign printing machine that cost 
$340 saved the Corn Belt Lumber 
Co., Bloomington, IIl., $150 last year 
on signs, according to manager Ver- 
non P. Prenzler. 

“In addition, we had the signs we 
need when we needed them,” Prenz- 
ler said. 

The machine prints with movable 
type placed on a steel plate. After 
being fastened into position, a hand 


roller inks the type, a sheet of card 
stock is placed on top and a roller is 
passed over the card to apply pres- 
sure against the inked type. The print- 
ed sign is then picked up and set in a 
rack for the ink to dry. The type is 
kept in a rack handy to the op- 
erator. 

“We are writing the sign off in five 
years,” said Prenzler. “During that 
five-year period it will save us at least 
double its cost in signs.” 


WINDOWS 


SOLD AT A PROFI 


SHREVEPORT SASH AND DOOR JOBBER 
MOVES 25,000 WATSON ALUMINUM WINDOWS IN YEAR 


Without any “line” retail yards the 
Shreveport Sash and Door Co., 
Shreveport, La., hit an all-time high 
sales mark for 1957. “Concentrating 
on Watson residential aluminum win- 
dows; single-hung, double-hung; pic- 
ture and horizontal sliders turned the 
trick,” according to vice president in 
charge of sales, C. (Wally) Wallace. 


Watton 


RUGGED ALUMINUM™ 


Watson is one of the very few—per- 
haps the only—aluminum window 
manufacturer in the country to sell 
EXCLUSIVELY through distribu- 
tors. To find out how you too can 
add considerably to your net profits 
without materially increasing your 
overhead, write today! Dealers send 
for catalog. 


WINDOWS 


W. M. PRODUCTS CO. Dept. ALm-4 
5425 Bi St. * Houston 7, Texas 
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“HOW DEALERS SELL’ 








NO PAINTING NEEDED on this aluminum mail box dis- 
played at Wolf's. Note other aluminum products in store. 


Pennsylvania dealer with aluminum sales success advises . . . 


"Sell Two Aluminum Price Lines’ 


“Why did we start stocking and 
selling aluminum ventilating louvers?” 
asked Raymond Workinger, manager 
of the hardware department, Wolf 
Supply Co., York, Penna. 

“It's because the aluminum indus- 
try has sold the public on alumi- 
num as a good louver material,” re- 
plied Workinger, answering his own 
question. Wolf Supply’s hardware de- 
partment displays a wide range of 
miscellaneous aluminum building prod- 
ucts in self-service racks. 

These items include aluminum roof 
drainage items, shelf . brackets, ja- 
lousie doors, do-it-yourself aluminum 
parts, sliding glass windows with alu- 
minum weatherstripping, nails, farm- 
type ventilators and other products. 


ALUMINUM LOUVERS are displayed 
on self-service island in the hardware 
department at Wolf Supply Co., York, 
Penna. 


Chain link fence is displayed in the 
parking lot outside the store. 

Selling formula. Workinger advises 
a dealer to stock two qualities of alu- 
minum building products in order to 
get the bulk of the sales available. 

“There should be a top quality line 
and a standard quality line,” he says. 
“In this way, the dealer can sell his 
customer something better. This means 
greater customer satisfaction and a 
better profit for the dealer.” 

Workinger said he observes more 
and more lumber dealers taking on 
aluminum building products and get- 
ting good volume with them. 

“I think the aluminum fabricators 
are trying to get away from the spe- 
cialty seller,” he said. “This was their 


PARKING LOT also exposes 
customers to aluminum chain 
link fence, also offered on 
installed or do-it-yourself 


idea from the beginning, but I guess 
we dealers have been stubborn. The 
fabricators couldn’t get us to stock 
their lines. But now that we’re han- 
dling them, we're doing business.” 
Evidence is clearly shown in the ar- 
ray of displays and stocks in Wolf's 
store and yard, some of which are 
pictured on this page. 


ALUMINUM COMBINATION 
window and door displays 
are promoted by printed 
cards listing selling points 
and prices. Wolf will ar- 
range installation, if de- 
sired. 
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Special New Product Roundup 





WINDOWS 





improved Swivel Window 


A reengineered model of Tek-Bilt’s 
popular aluminum combination Swivel 
Window features a powerful new no- 
slip spring action that is said to guarantee 
tight-locked positions even after years of 
constant service. Other features include: 
double-seal insulation, interlocking glass 
inserts, which provide additional insula- 
tion and protection. Vinyl-bearing as- 
sures quiet, easy operation with exclu- 
sive Tek-Bilt automatic Lock-Action hold- 
ing inserts in place. Rigid aluminum 
frame with interlocking butt-type joints 
provide extra sturdiness. Tek-Bilt, Div. of 
Win-Chek, Dept. AL, Route 17, Hacken- 
sack, N. J. 
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Window with a Dual Purpose 


A new development by the F. C. Rus- 
sell Co. gives a window a dual purpose; 
outside it is an awning window, inside it is 
a jalousie. Called the Rusco Twin Win- 
dow, it is available in a range of 20 sizes. 
Its flush fit construction of two windows 
in one unit eliminates the need for in- 
door-outdoor sills, awnings, storm shut- 
ters and even shades or venetian blinds, 
says maker. Outside, the unit is an awning 
window, which serves as a sun shade and 
storm window as pictured above. Panes 
can be glazed with glass or fiberglass and 
three standard colors of glazing are of- 
fered: pale yellow, aquamarine and off- 
white. Inside, the unit is a louvered jal- 
ousie window. F. C. Russell Co., Dept. 
AL, Columbiana, Ohio. 
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The Riviera & The Guardian 


Two new extruded aluminum products 
are announced by B & G Sales Co. One 
is a new Storm Wizard Guardian triple 
track storm and screen window; the 
other is the firm’s new Storm Wizard 
Riviera jalousie door, which is available 
as a full 1”-thick door. Sixteen balanced 
louvers in a choice of clear or obscure 
glass, full length recessed aluminum 
screen and embossed kickplate are among 
the quality features offered on the Riv- 
iera. Screen and glass panels on the 
Guardian tilt inside for easy cleaning. 
B & G Sales Co., Dept. AL, 6905 Sus- 
quehanna St., Pittsburgh 8, Penna. 
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Has Automatic Controls 


Automatic controls, operating from 
inside the house, open and close both 
primary windows and the manufacturer’s 
new aluminum awning storm window. 
The storm window is designed for perma- 
nent installation completely covering 
single or multiple awning primary win- 
dow and frame area. No special opening 
alterations are necessary and the spark- 
ling aircraft aluminum complements any 
style architecture and never needs paint, 
says maker. Geon weatherstripping and 
the insulating barrier formed between 
storm and primary sash combine to cut 
winter fuel cost as much as 15%, it is 
said. Alsco, Inc., Dept. AL, 225 S. Forge 
St., Akron 8, Ohio. 
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Wood-Framed Sliding Window 


The new Decor Sliding Window is 
designed to utilize both wood and alum- 
inum and to permit woodworkers to offer 
a superior sliding window, making the 
major parts and assemblies in their own 
mill. Use of wood for the frame fulfills 
the need for depth, provides the texture 
and shadow line desired and is easily in- 
stalled and painted, maker says. Use of 
aluminum for the sliding sash was dictat- 
ed by the need for maximum light and 
ventilation, ease of operation and main- 
tenance, it is said. Woven-pile weather- 
stripping completely around the sash de- 
fends against air and water infiltration 
and permits smooth movement of the 
sliding sash. The custom handle and lock 
are solid aluminum. Corona Mfg. Corp., 
Dept. AL, 11300 Tuxford St., Sun Val- 
ley, Calif. 
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(begins on page 19) 


Model 16 Jalousie Window 


Stanley’s new model 16 aluminum jal- 
oOusie window features a continuous head 
and sill for added strength and appear- 
ance. A multiple type jamb is said to 
eliminate the need for mullions and the 
entire perimeter of the unit is weather- 
stripped with virgin vinyl for complete 
weather protection. Stanley’s patented 
Tension-Seal louver clip is said to provide 
a tight glass-to-glass seal and eliminate 
glass rattle. The model 16 is available 
either completely assembled or as a kd 
unit. The kd jalousie can be quickly put 
together with only a screwdriver and eight 
screws, announces maker. Stanley Build- 
ing Specialties Co., Dept. AL, 1890 N. E. 
146th St., North Miami, Fla. 
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Wareco Awning Window 


New factory-glazed, completely car- 
toned Wareco aluminum awning window 
combines quality with economy. A wide 
overlap of weathering members further 
assures maximum weather tightness of 
this completely weatherstripped unit. For 
structural strength, all ventilators have a 
minimum depth of 1”. Ventilators are of 
equal height and drop for easy inside 
cleaning; each ventilator can be adjusted 
whenever necessary. This glazed unit with 
aluminum snap-on bead and a screen at- 
tached is completely protected in a card- 
board carton from factory to job site. 
Ware Laboratories, Inc., Dept. AL, P. O. 
Box 37, Riverside Station, Miami, Fla. 
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For Ranch Type Homes 


Combination storm windows and 
screens made especially for ranch-type 
homes feature adaptability to design re- 
quirements. For sliding windows, there 
is a swing-out style (pictured above). 
For hinged windows, there is the swing- 
in style. Both types are of aircraft-qual- 
ity aluminum and include fully con- 
cealed, extruded hinge to simplify inter- 
change of screen and window. Burglar- 
proof positive lock gives. prowler pro- 
tection. Air Master Corp., Dept. AL, 
20th & Allegheny Ave., Philadelphia 32, 
Penna. 
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WINDOWS 


Bayley Curtain-Wall System 


The Bayley Projected Window of stand- 
ard design serves as the basic unit for 
the Bayley System in Curtain-Wall or 
in Window-Wall construction. Readily 
adaptable to a wide variety of arrange- 
ments, this window permits the designer 
full latitude to exercise his preference in 
wall treatment without costly, special cus- 
tom designing, says maker. In aluminum 
or steel, Bayley Curtain Walls or Window- 
Walls offer: projected-out ventilators to 
provide awning-type weather protection; 
projected-in ventilators to provide no- 
draft ventilation; decorative panel mate- 
rial in various types and arrangements. 
The William Bayley Co., Dept. AL, 1200 
Warder St., Springfield 99, Ohio. 
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Drop-Vent Awning Window 


All parts of a completely new Drop- 
Vent Aluminum Awning Window are of 
extruded or die-cast aluminum. D-V 
windows are fully weatherstripped and 
all moving parts ride on nylon. Metal-to 
-metal contact between operating parts 
has been eliminated. Pictured below in 
the D-V Series is a Standard No. 24, 37” 
wide x 50 %” high. The window can 
remain opened during rain for ventila- 
tion and it is easy to clean from the 
inside. Interchangeable screens and storm 
sash fit into grooves at head and sill of 
window. R. B. Leonard, Inc., Dept. AL, 
3553 N. W. 50th St., Miami, Fla. 
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Basement Sash 


An all-new basement sash is available 
glazed or unglazed and may be ordered 
with or without storm and screen units. 
Of heavy-duty extruded aluminum, the 
window is completely weatherstripped 
with Goodrich Koroseal. Snap-in alumi- 
num beading is said to simplify glass re- 
placement. Other features include a 
positive locking handle and improved 
ease of operation. Packed six to a carton, 
the line includes three basic basement 
and three all-purpose utility sizes. United 
States Aluminum Co., Dept. AL, 1301 S. 
Main, South Bend, Ind. 
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Maco-Craft Quality Windows 


Maco-Craft aluminum windows, de- 
signed expressly for the quality residen- 
tial and commercial markets, are now be- 
ing manufactured in a wide variety of 
types, layouts and sizes to permit com- 
plete flexibility. Types include layouts in- 
corporating a picture window with side or 
bottom louvers, casement or projected- 
out sections. Expressly designed for the 
modern fully air-conditioned home, the 
beautiful Maco-Craft Louver Window 
is glazed with one-inch insulating glass, 
is framed on all sides with the basic 
Maco-Craft framing assembly, 642” or 
more deep, of satin-finished aluminum. 
Louvers are a unique all-weather design; 
interior sliding doors act as closures for 























Two New Windows 


Two new economy alumi- 
num awning windows are an- 
nounced by Stanley. Model 
44 (above) features a pre- 
punched integral nailing fin 
and stucco stop, while Model 
43 is designed for buck-type 
installations. Stanley Build- 
ing Specialties Co., Dept. 

P.O. Box 1684, No. 
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Lemco Series 95 


Series 95 aluminum awn- 
ing windows are shipped pre- 
glazed, preadjusted, inspect- 
ed and screened, two to a 
carton, except picture win- 
dow glass. Type A-24 
(above) can be shipped from 
plant open, ready for field 
glazing. Croft Metal Prod- 
ucts, Dept. AL, McComb, 
Miss. 
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Economy Tilt 


A new overlap 2-track 
economy tilt, called the 
Squire, is the newest in the 
maker’s growing line of win- 
dows and doors. It is con- 
structed of extruded alumi- 
num with automatic tension 
locks for controlled ventila- 
tion. Stephen Laurie Mfg., 
Dept. AL, 1123 Adams Ave., 
Philadelphia 24. 
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Aluminum Louvers 


New aluminum louvers, 
interchangeable with glass 
louvers, have been designed 
for the maker’s Ualco Alu- 
minum Jalousie window. 
Especially useful in tropical 
climates, they give ventila- 
tion without admitting hot 
sunlight. Southern Sash Sales 
& Supply, Dept. AL, Shef- 
field, Ala. 
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them. The Maco Corp. also announces a 
new aluminum bay window, which is 
manufactured in a completely assembled 
unit, ready to be nailed into the rough 
wall opening. The Maco Corp., Dept. 
AL, Huntington, Ind. 
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Two New Prime Windows in ’58 


The Albritton Engineering Corp. has 
just put into production a new DH-A2 
Alenco series 800 single-hung aluminum 
window. This is the second new prime 
window produced by the manufacturer 
this year. The first new Alenco product 
introduced earlier this year was the Al- 
enco series 200 DS-Al1 horizontal slid- 
ing aluminum window. Albritton Engi- 
neering Corp., Dept. AL, P. O. Box 469, 
Finfeather Road at Palasota Drive, Bryan, 
Texas. 
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Tilt Line Windows 


The new Winter Seal Tilt Line alu- 
minum combination window is especially 
designed to meet today’s marketing re- 
quirements. Dealers or distributors now 
can manufacture Tilt Line Windows from 
lineal stock in an area of 2,000’. The 
engineering of the window provides for 
the manufacturing of two and three-track 
combinations and horizontal sliders from 
the same basic extrusions. Only 11 ex- 
trusions are required to make all three 
windows in various sizes, announces mak- 
er. There is no metal-to-metal contact 
in the operating of the window and the 
windows are completely self-storing and 
vinyl weatherstripped. The Winter Seal 
engineering team moves into a dealer’s 
yard and sets up the complete plant op- 
eration. Winter Seal Corp., Dept. AL, 
Meyers Road, Detroit 27, Mich. 
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CARPORTS & PATIOS 





Packaged Carports & Patios 


A homeowner with a helper can easily 
erect the beautiful weather-tight, rust- 
proof 10’ x 20’ B & M carport with posts 
as shown above or with ornamental ones, 
maker announces. Heart of B & M’s new 
line of aluminum and steel carports is an 
rig pied designed 1034” x 2 “roof pan- 

The roof panels interlock without need 
for clips or screws, yet give complete rain 
protection, it is said. Rolled gutter facing 
in heavy aluminum or steel lets water 
drain at corners only. All parts are painted 
except the posts, which are galvanized. 
B & M carports can be furnished up to 
30’ spans with no center posts needed. 
The carports and patios are shipped com- 
plete in easy-to-handle packages, ready 
to install B & M Corp., Dept. AL, 


Houma, La. 
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Portable Patio 


A lightweight, all-aluminum portable 
patio for poolside, cement patio or back- 
yard is available in 10’ or 12’ widths. 
It is covered with 2” step-down baked 
enamel sheets. The rings are made of 
1%” tubing rolled into a 74%’ diameter 
circle. The covering of the 12’ patio 
is approximately 150 sq. ft. The patio 
is designed to spill and resist wind, as 
well as give sun and rain protection. It 
is sturdy enough to stand the winter 

months or it can be easily disassembled 
for winter storage, says maker. The 
Shademaker Aluminum Awning Co., 
Dept. AL, Div. of Arbuckle Machine & 
Mfg. Co., Rear 3408 Navarre Rd., S. W., 
Canton 6, Ohio. 
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Packaged Multi-Port 


A newly designed, quality aluminum 
carport, packaged for the do-it-yourself 
market, is announced. Identified as the 
H/D Multi-Port, the trim-looking 10’ 
x 20’ shelter also is ideally suited as a 
patio cover, boat port and utility canopy. 
It comes with supports for a free-standing 
installation or it can be easily attached to 
an existing structure. Principal feature is 
the 6” wide interlocking aluminum pan- 
els, which slide together to form a weath- 
ertight roof. The H/D Multi-Port is fin- 
ished in gleaming white enamel with em- 
erald green trim around the perimeter of 
the roof. Understructure is galvanized and 
bonderized steel, which has been painted. 
Hunter Douglas Aluminum Corp., Dept. 
AL, 405 Lexington Ave., New York 17, 
N. Y. 
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Carport & Colored Columns 


A completely new, low-priced, top- 
quality line of packaged carports and pat- 
io covers, featuring pressure-coated alumi- 
num roofs, is annouced. The line is avail- 
able in three popular sizes, 122” by 20’, 
102” x 16’ and 92” x 12’ and in three 
color combinations: white with terra cot- 
ta, white with forest green and white with 
pagoda red. A choice of “V” legs, straight 
legs or the maker’s ornamental aluminum 
columns in matching color is offered. The 
packaged patio-carport is designed for 
free-standing or attached installation. Ar- 
row Metal Products Corp., Dept. AL, 
Third Ave., Haskell, N. J. 
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More Dealers than ever before are 


reading American Lumberman 











From one source, one shipping point, Misceramic supplies you with a 
full line of ceramic wall tile meeting all building specifications...a 
full line of ceramic floor tile made right in the same plant... a complete 
line of bath accessories in corresponding colors ...a complete line 
of trim for both adhesive and mortar installation. .a complete line 
of quality adhesives and grout bearing the approved hallmark and meet- 
ing all architectural specifications ... and a complete line of tools for 
both professional and do-it-yourself installation. in addition to com- 
pleteness of line, Misceramic offers you prompt, efficient service from 
the most modern ceramic tile plant in the U.S. today. Misceramic ad- 
vertising is pulling a steady stream of ‘where can | buy it?” dealer 
inquiries in your area now. Distribution in a limited number of virgin 
territories is still open. For more information, write, wire or call today! 


Misceram ic Tile 


Cleveland, Mississippi 





























VENTILATING & HEATING 





—— 


Aluminum Vent Bricks 


The Riesner Aluminum Vent Brick is 

louvered wall ventilator built into an 
exterior wall in the form of a hollow metal 
casting made in standard brick sizes. Used 
for ventilating foundations, crawl spaces, 
attics and hung ceilings, it is made the 
width of one or two standard bricks and 
the height of one, two or three standard 
bricks. Type D pictured above is the 
width of one brick; height of two bricks. 
The face of the ventilator is louvered and 
has water drips at top and bottom to pre- 
vent water from entering the ventilator 
An 18 x 14 mesh insect screen is placed 
directly behind the face of the louvers. 
The vent bricks also are available in cast 
iron and cast bronze. Aluminum insect 
screen is furnished for aluminum casting, 
bronze insect screen for cast iron and 
bronze castings. Riesner Vent Brick Corp., 
Dept. AL, 353 East 78th St., New York 
4 OE ee 
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REYNOLDS SOFFIT SYSTEM 


Soffit Pan System 


An aluminum soffit pan system is said 
to eliminate one of the biggest headaches 
a home builder has—peeling, warping and 
buckling of vulnerable exterior wood parts. 
The system consists of a perforated pan 
which allows ventilation. The pan snaps 
into a simple forced locking system. The 
soffit, as well as aluminum accessories to 
cover exterior wood trim such as rakes 
and facia, has a baked enamel finish. Be- 
cause costly and time-consuming cutting 
and piecing as well as prime and finish 
coat painting are eliminated, the actual in- 
place cost of the aluminum soffit system 
is no more than that of a conventional 
system, says maker. Reynolds Metals Co., 
Dept. AL, 2500 South Third St., Louis- 
ville, Ky. 
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Large Size Cornice Vent 


An attractive, large-size circular alu- 
minum cornice vent has been added to 
the LoManCo line of ventilating louvers. 
Called the Model CR8 Cornice Vent, it 
is designed for fast, easy installation. Ac- 
cording to the manufacturer, this new 
louver is being introduced in answer to 
requests for a ventilator of circular design 
which will blend in well with lighting fix- 
tures, etc., which are set into the cornice. 
Made from heavy gauge .025 aluminum, 
it comes complete with 8 x 8 mesh alu- 
minum insect screens installed. It meas- 
ures 8” in diameter and has an MVI 
(Metal Ventilator Institute) free area rat- 
ing of 1234”. Louver Mfg. Co., Dept. AL, 
3601 Wooddale Ave., Minneapolis 26, 


Minn. 
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Electric Baseboard Heating 


Inside the narrower, lower Futura 
electric baseboard unit is strong alumi- 
num fin tubing with a solid cere of ce- 
ramic surrounding the Nichrome heating 
unit. The ceramic mass gives added heat 
storage. When the thermostat cuts off the 
current, the entire core radiates stored 
heat, thereby giving a steady heat with 
a minimum of electricity. Any Futura 
unit may be installed with built-in ther- 
mostat by ordering FTA-1l thermostat 
assembly. Above model is shown with 
built-in thermostat. Color fashioned, 
Futura comes in beautiful rainbow colors 
to match each room’s decor. Electro 
Products Mfg. Co., Dept. AL, 8310 N. E. 
Highway 99, Vancouver, Wash. 
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Turbine Ventilator 


The redesigned Leslie Tur- 
bine Ventilator is said to as- 
sure efficient, noiseless oper- 
ation. Rubber anti-vibration 
mounts lead the array of fea- 
tures found on both the alu- 
minum or galvanized steel 
ventilator. Leslie Welding 
Co., Dept. AL, 2943 W. Car- 
roll Ave., Chicago 12. 
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Airdome Roof Louver 


Newest addition to its full line of alu- 
minum all-weather louvers is the manu- 
facturer’s R-40 Airdome Roof Louver. 
Sleek and neat in appearance, the roof- 
blending Airdome is designed to replace 
bulky, unattractive roof louvers with a 
smaller and less prominent unit. A large, 
three-way opening permits greater free 
air flow, says maker. An excellent com- 
panion to the R-612 double fin and drain 
roof louver, the Airdome offers all-alu 
minum construction, one-piece base, ele- 
ment deflector baffle on the inner collar, 
hood securely spot welded to the base. 
Non-corrosive 8 x 8 mesh aluminum 
screen has FHA acceptance. N. H. Ru- 
deen Co., Inc., Dept. AL, 2940 Girard 
Ave., So., Minneapolis 8, Minn. 
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Ventilator and Trim Strip 


Called Trimvent, a new strip ventilator 
is designed primarily for use in soffits. 
Made of aluminum, it is furnished in 
strips 8’ long and 242” wide, with a series 
of stamped, louvered openings, in banks 
of six openings each, running the entire 
length of the strip. Nailing space is 
provided between louver banks. Trim- 
vent completely eliminates the cutting of 
holes for ventilators and actually replaces 
a portion of the board material in the 
soffit, maker announces. It’s nailed in 
place just like a board. It acts as a trim 
strip and ventilator at the same time. 
Leigh Building Products, Div. of Air 
Control Products, Inc., Dept. AL, Co- 
opersville, Mich. 
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Honeycomb Endure-A-Dor 


New Honeycomb, all-aluminum En- 
dure-A-Dor never warps, rots or needs 
painting, announces maker. Handsome 
one-piece aluminum faces cannot check; 
extruded aluminum channel seals all 
edges and interlocks with hinges for extra 
strength, it is said. Resin-impregnated 
Honeycomb is bonded to the inside of 
the aluminum faces by a specially for- 
mulated adhesive, forming a virtually 
unbreakable weld to assure rigidity. Mill 
finish aluminum surface adds a smart 
note of modern decor. Endure-A-Dor is 
easily installed, says maker. Available in 
three models: flat faces (no glass); pro- 
vision for half length glass panel or 
jalousie; provision for full-length glass 
panel or jalousie. Endure-A-Lifetime Pro- 
ducts, Dept. AL, 2375 N. W. 75th St., 
Miami, Fla. 

Circle No. 262 on Coupon, page 168 


Combination Storm & Screen 


Feather-Lite %” and 1” combination 
storm and screen doors are constructed 
of extruded aluminum. One large sturdy 
extruded screen insert is aluminum mesh 
and the kick panel is made of embossed 
aluminum. Two lites of glass are set in 
rubber; a cyclone chain is especially de- 
signed to absorb heavy wind shock. In 
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addition to its line of aluminum combi- 
nation doors, the manufacturer also pro- 
duces a complete line of aluminum prime 
horizontal sliding windows. Feather-Lite 
Mfg. Co., Dept. AL, 11710 Cloverdale, 
Detroit 4, Mich. 
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Built for Northern Climates 


New Modernview Sliding Glass Door- 
wall is built especially for the northern 
climate. Its interlocking-weatherstripping 
of rubber and wool pile gives six-sided 
protection to insure complete weather- 
sealing to withstand drafts, rain, snow 
and ice, says maker. The walls of glass 
for outdoor-indoor living are designed 
for either double glazing or plate glass. 
They are constructed of heavy-gauge 
anodized extruded aluminum, requiring 
no maintenance and no painting, it is 
said. Stock sizes are available for single 
or double glazing, in two-door, three- 
door and four-door sliding units. Modern 
Shower Door Co., Dept. AL, 1804 E. 
40th St., Cleveland 3, Ohio. 
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Sliding Glass Door 


The Custom G aluminum sliding glass 
door offers quality in material, construc- 
tion and design at a competitive price 
for residential, commercial and industrial 
applications, announces maker. All ex- 
trusions are made of aluminum alloy; all 
screening material is standard mesh alu- 
minum wire cloth. Architectural Alumi- 
lite colors may be applied to all extruded 
portions of the door, frame and screen 
and to all handles if required. Now, a 
gold Alumilite finish is available. Attrac- 
tive and non-tarnishing, Gold Alumilite 
finish is said to be highly resistant to 
wear. The Alumiline Corp., Dept. AL, 
Pawtucket, R. I. 
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Imperial Weatherwall Door 


The all-new Sun Valley Imperial 
Weatherwall is designed for heavy duty 
all-weather double glazing. It accommo- 
dates standard 1” insulated glass and also 
is adaptable to single glazing. The alu- 
minum sliding glass door is not limited 
to residential use; it brings the functional 
beauty of sliding glass doors to commer- 
cial and institutional construction, as well. 
Numerous standard sizes uve available in 
stock and the Weatherwall can be made 
to order for custom openings. The new 
vinyl glazing channel is manufactured in 
one endless band for each light of glass. 
Sun Valley Industries, Dept. AL, 8354 
San Fernando Road, Sun Valley, Calif. 
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Mir-O-Dor Sliding Walls 

New Mir-O-Dor bypass type sliding 
mirror walls put a new accent on spacious 
living. Offered in different heights, from 
floor to ceiling and in various widths, 
they are designed for use in large or 
double closet areas. Particularly useful 
for replacement in existing openings. Both 
panels glide to cover the entire closet 
wall. The smooth, simple lines of each 
panel are enhanced by a frame and track 
of heavy anodized aluminum in black or 
silver as well as gold. A Mir-O-Dor poc- 
ket type sliding mirror also is offered 
in 12 standard sizes. It is designed for use 
in single closet areas even up to 6’ wide. 
The panel glides behind the room wall, 
when the closet area is opened. Bailey- 
Kelleher Co., Dept. AL, 500 Bellevue 
Ave., Detroit 7, Mich. 

Circle No. 267 on Coupon, page 168 


Prehung Combination Door 


A new prehung full 1” aluminum com- 
bination storm door is announced for 
dealer distribution by Warrenville Win- 
dow Co. The door is prehung, predrilled 
and prenotched. Prehinged, the doors 
are available with trouble-free full ex- 
truded hinges on either side. Unit is 
complete, including weatherstripping, 
glass and screen inserts, storm chain, 
latch, closer and all necessary screws, 
maker states. The prehung door is said 
to eliminate any chance of drilling error, 
since all holes are predrilled. Simple in- 
stallation consists only of placing assem- 
bly in the opening and screwing the pre- 
drilled frame to the jamb; attaching 
closer, latch and chain in predrilled holes, 
it is said. Warrenville Window Co., Dept. 
os Mount & Manning Sts., Warrenville, 
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Adds Two New Aluminum Doors 


The addition of two new aluminum 
doors to its full line of aluminum win- 
dows, doors and other products made of 
aluminum is announced by Regal Win- 
dow Products Co. One, a new com- 
bination door shown above, measures 
more than 1” in overall thickness and 
features Regal’s exclusive corner gussets. 
Available in all standard sizes, the new 
door is offered as an expander door and 
also as a Z-bar door. The other new 
door is an aluminum jalousie door. It is 
also offered as an expander door and as 
a Z-bar door and features heavy-duty 
construction. Regal Window Products Co. 
Dept. AL, Harrisburg, Penna. 
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Mirrored Roll-Away Walls 


Mirroll walls and doors are roller- 
mounted, door-thick panels in which 4” 
plate-glass mirrors are employed as one 
of the surfaces. The mirror edges are 
cushioned in extruded vinyl; the frames 
are heavy aluminum extrusions designed 
such that only a very narrow band of 
metal is visible at the mirror edges. The 
bulk of the extrusion is formed into the 
depth and back edges of the frames. No 
jambs or floor tracks are used; only a 
small adjustable nylon guide is attached 
at the floor. Mirroll walls and doors are 
available (1) kd, ready to assemble (ex- 
cept for mirrors and hardboard backing) 
and (2) assembled, ready to install, in 
both pocket or bypassing types. National 
Shower Mfg. Co., Dept. AL, 14285 Wy- 
oming Ave., Detroit 38, Mich. 
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Sliding Glass Wall 


Trade-named Lone Star, a luxury slid- 
ing glass door moderately priced, has all- 
aluminum framework satin anodized for 
long-lasting beauty and carefree utility. 
The doors are completely fabricated in 
self-contained, full-frame sill-roller units. 
The screen frame of the Lone Star is of 
the same heavy aluminum as the door for 
a perfect match of beauty and strength. 
Interior ornamental handle of crystal 
clear %” lucite grip and aluminum brack- 
et is a decorative feature. The Lone Star 
sliding glass wall is available in standard 
sizes suitable for two, three and four- 
panel installations in either new or re- 
modeled homes. Binswanger & Co., Dept. 
AL, 207 N. Main St., Houston, Tex. 
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Roof Coating 


A new, special pigmented aluminum 
roof coating, called Asbestolite M-44, ap- 
plied as finish coating on new or old 
roofs, is said to saturate roofing felts with 
vital waterproofing oils and produce a 
smooth, protective surface that resists 
weathering. When the coating is applied, 
its aluminum flakes rise to the surface 
and leaf as the coating sets to form a 
reflective insulating shield, which is per- 
manently bonded to the roof surface. By 
turning back up to 71% of the sun’s heat, 
this new coating keeps buildings cooler, 
more comfortable in summer. Asbestolite 
M-44 is easy to apply; it comes ready to 
use, requires no heating, thinning or mix- 
ing and is said to perform with equal 
effectiveness on felt, tar paper, gravel or 
composition roofs, whether pitched or 
flat. The Monroe Co., Dept. AL, 10703 
Quebec Ave., Cleveland 6, Ohio. 
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Versatile Aluminum Flashing 


New Aluminum-Champ _ concealed 
flashing, made with Alcoa Aluminum 
Foil, is said to cost less yet give new 
home builders the flexible, high strength, 
rot and vermin-proof characteristics of 
metal flashing. Alcoa Foil, reinforced 
with inorganic glass fiber yarns, is 
laminated with asphalt to heavyweight 
creped paper and protected by a spe- 
cial surface coating developed by Alcoa 
research. Wherever concealed flashing 
is needed, Aluminum-Champ will 
do the job and do it well, it 
is said. It is available in 120’ rolls, in 
RO Rae aR Be A A ee 
30” and 48” widths. Use it for roof and 
sidewall junctures, door and window drip 
caps, still flashing, corner flashing and 
shower pans, says Ludlow Papers, Inc., 
Dept. AL, Netcong, N. J. 
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ROOFING MATERIALS 


New Roofs in a Can 


A new aluminum-based roof coating is 
a recommended cure by Alcoa for the 
housetop plagued with small leaks and old 
age. Called Luma-Tint, it can be applied 
with a brush or spray. It also is practical 
for rejuvenating many types of exterior 
wall surfaces, says maker. Included in the 
new coating are aluminum flakes, asbestos 
fibers and fade-proof color pigments in a 
waterproof base. It can be used on ce- 
ment, concrete, stucco, cinder block, as- 
phalt shingles, metal, slate and tile. It is 
especially designed for application on 
built-up roofs. Colors available include 
two metallic greens, two shades of blue, 
light and dark copper, gray-gold and sil- 
ver. Aluminum Company of America, 
Dept. AL, 1501 Alcoa Bldg., Pittsburgh 
19, Penna. 
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Rustproof Flashing 


A complete line of rustproof aluminum 
flashing is made from strong, specially- 
tempered aluminum and packed in sturdy 
red, white and blue, eye-catching cartons. 
The flashing is available in 3”, 4”, 5”, 
6”, 7”, 8”, 10”, 14”, 20” and 28” widths 
in 50’ continuous coils. Designed to com- 
ply with FHA requirements, this specially 
tempered flashing may be easily molded 
to any contour, says maker. Uses include 
flashing over doors and windows, termite 
shields, roof valleys, rodent-proof grain 
storage bins and hundreds of applications 
in home workshops. Nichols Wire & Alu- 
minum Co., Dept. AL, Davenport, Iowa. 
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Colored Aluminum Paints 


Al-Chroma Aluminum Asphalt Coat- 
ing extends roof life, reduces mainte- 
nance costs and interior temperatures, 
announces maker. Al-Chroma comes in 
six brilliant metallic tones. Weathering 
does not affect the brightness of the 
colors because the pigment is in the 
aluminum, it is said. A gallon of Al- 
Chroma covers about 600 square feet of 
metal and glass; 400 square feet of stone, 
concrete and wood; 300 square feet of 
composition roofing. You get all the 
benefits of asphalt, asbestos and alumi- 
num plus color for about the same cost as 
covering an equal area with ordinary 
black asphalt, says maker. The Peters Co., 
Dept. AL, 705 Chamber St., Stevens 
Point, Wis. 
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HARDWARE 





Sliding Door Track Sets 


New sliding door track sets in Reynolds 
Do-It-Yourself Aluminum are ideal for 
constructing basement cabinets, for use in 
room dividers, bed headboards, kitchen 
cabinets, closet shelves, etc. The sliding 
door track sets come in two sizes: one 
provides double channels for 4%” panels 
and is particularly suitable for Masonite 
or glass panels; a larger set has channels 
to handle panels or doors %4” in width, 
which is sufficient for plywood. Both sets 
come in 6’ lengths. Each set contains 
two double-channel tracks, one for the 
top of the panel and the other for the 
bottom. Reynolds Metals Co., Dept. AL, 
2500 S. Third St., Louisville, Ky. 
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Take-Out Window Hardware 


With amazing ease, Air-Loc Take-Out 
Windows zip out, click in and slide up or 
down, maker states. The Air-Loc Window 
Hardware incorporates a stainless steel 
pressure spring the full length of the 
window. The aluminum extrusion of the 
right side of window is said to be a per- 
fect channel for the window to glide in 
and also houses the manufacturer’s 
Unique Window Balances at the same 


ie 
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time. Air-Loc Hardware can be used 
with any stock Unique or Pulley-Type 
Frame and Sash, whether sash has been 
grooved or not, it is said. Air-Loc Hard- 
ware is said to be simple to install, no 
special tools or machinery is required. 
Unique Window Balance Corp., Dept. 
AL, 280 E. 134th St., New York 54. 
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Lock Line in Aluminum Trim 


Dexlock, an economy lock line, is now 
available in aluminum trim. It is supplied 
with modern tulip-shaped 2” diameter 
knobs and 2%” diameter roses—large 
enough for all replacement work—and is 
designed with pin tumbler security, bull 
nose bolt and deadlocking or spring latch. 
For additional security and access from 
the outside of the door, a key-in-knob 
unit (above) for screen and combination 
doors is available. Where the key locking 
convenience is not required, a companion 
lock with a slide lock on the inside of 
the escutcheon also is available. All locks 
feature pressure cast aluminum knob and 
lever and are finished in weather protect- 
ing baked-on aluminum enamel. Dexter 
Lock Div., Dexter Industries, Inc., Dept. 
AL, Grand Rapids 2, Mich. 
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Cabinet Pulls & Hardware 


Among The Stanley Works’ most pop- 
ular pulls and knobs available in alu- 
minum finishes are its No. 4477 pull, 
shown at top with No. 4401 backplate, 
and its No. 4482 knob, shown with its 
No. 4408 backplate above. Just an- 
nounced by Stanley is an extruded alu- 
minum track, No. 2807, which is now 
available with the No. 2800 series of slid- 
ing door hardware, made by Stanley 
Hardware, as well as a new aluminum 
fascia to go with its 2800 line of sliding 
doors. The Stanley Works, Dept. AL, 111 
Elm St., New Britain, Conn. 
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Door Stop & Holder 


New Tops Aluminum Door Stop & 
Holder is easily installed, attaching screws 
are enclosed with each unit. When in- 
stalled, it is said to protect walls from 
knob damage as does a conventional door 
stop and, in addition, it permits one to 
easily hold open any door when desired 
for ventilation, or to prevent undesired 
closing and unexpected slamming. Avail- 
able in a choice of colors. Minimum ship- 
ment, % gross, Clark Mfg. Co. of Orange 
Inc., Dept. AL, Orange, Va. 
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Budget-Priced Idor 


A new aluminum sliding 
glass door, called the Idor, 
is engineered for low-cost 
shop glazing and fast field 
installation. Key feature is its 
slim-line decorator-designed 
hardware with an unusual 
flip latch. Ador Sales, Dept. 
AL, 2345 W. Commonwealth 
Ave., Fullerton, Calif. 
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Budget-Priced Lock 


Anodized aluminum, one- 
piece knobs, roses and trim 
now are a part of the beau- 
tifully styled National Lock- 
set line. Designed for fast, 
easy application, the locks 
are adjustable to door thick- 
ness, says maker. National 
Lock Co., Dept. AL, 1902 
7th, Rockford, Ill. 
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Black Monograms 


Personalized escutcheons 
with patterned bright alumi- 
num panels now are avail- 
able for both SentryLocks 
and AlignaLocks in the Sar- 
gent line. Adhesive-backed, 
black-on-chrome monograms 
are available for the rectan- 
gular escutcheon. Sargent & 
Co., Dept. AL, New Haven 
9, Conn. 
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Achieves Exact Fit 


The adoption of Adjusta- 
ble Hangers and Closure 
Channels on Fabrico Easy- 
Fit all-aluminum screens is 
announced. The Closure 
Channel provides an exact 
fitting of Fabrico screens to 
wood windows, says maker. 
Screens & Fabricated Metals 
Corp., Dept. AL, North Ber- 
gen, N.J 
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BATHROOMS 





Shower Doors 


Glistening aluminum 
framework gives full play to 
the inviting charm of glass in 
open top Gulfspray shower 
doors. Depending on choice, 
the doors are attractively 
finished in Satin Aluminum 
or Brite Aluminum. _ Bins- 
wanger & Co., Dept. AL, 


Hide-Away Scale 


Nu- Tone Built-In Scale 
fits in an opening 14%”x 
23%” (between 16” center 
joists). Aluminum exterior 
with mirror-bright finish 
on frame; satin finish on 
door. Also available’ in 
steel with white enamel 
finish. Nu-Tone, Inc., Dept. 


207 N. Main St., Houston, AL, Cincinnati 27, Ohio. 
Tex, 
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Tub & Shower Enclosures 
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WEATHERPROOF HOMASOTE GIVES YOU A 
PERMANENT, CONDENSATION-FREE ROOF... 
THE “88 ROOFING PANELS 
SAVE YOU DAYS AND DOLLARS 





Muralon shower doors and tub enclo- 
sures feature lightweight, shatterproof 
vinyl panels, which move easily and si- 
lently in aluminum frames. Each enclo- 
sure is individually handcrafted, using 
leaves, butterflies and other real materials 
to create beautiful designs and colors. The 
enclosures and shower doors are packaged 
complete ready to install in a minimum 
amount of time. Muralon tub enclosures 
are designed for any standard 442’ or 5’ 
tub; Muralon shower doors are for 24” 
and 26” openings. Accessories include 
towel bars, adjustable side jambs for tub 
enclosure, filler strip for leveling bottom 
track and filler strip for use above bull 
nose on tile. National Aluminum Co., 
Dept. AL, 1133 Alum Creek Drive, Co- 
lumbus 9, Ohio. 
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EASI-BILD* PATTERNS offer 
the dealer big profit possi- 
bilities from a minimum in- 
vestment. Each pattern you 
sell contains complete bill 
of materials—which you also 
sell. The average selling 
price of a pattern is 77¢ and 
sells for you $140.35 of ma- 
terials you already stock 
Sell only 3 patterns a day 
for 300 days—you have new 
profits of $31,824 a year. Get 
the full details from your 
Jobber or Homasote Repre- 


If you want to be sure of having a permanent, insulated 
roof, apply Homasote “88” Roofing Panels according to 
directions—paint any time within the first 3 years, and 
keep painted. Homasote can make this claim, because it 
has been tested in all climates on all types of structures 
—for more than 42 years. Homasote is a high-density, 
wood-fiber, weatherproof, insulating-building roofing. 


One of the newest building methods developed for 
Homasote is Trussed Arch Construction. Wall and roof 
trusses are Precision-Built®, with the roof trusses 
designed to be joined at the ridge. Because they are in 
two sections, trussed arches can be transported far easier sentative. 

than standard trusses for the same building. The frame *T.M. Reg. Easi-Bild Pattern 
can be erected and roofed in two days by two men—with fameaaienala — 
a man and a truck for four hours. Trussed 1 
Arch buildings are designed with lengths in 
multiples of 5’. 








Use the coupon for further data on this and 
other Homasote Products and methods. 


HOMASOTE 


COMPANY 


In U. S., kindly address a 

Trenton 3, New Jersey. Gin 
In Canada: Toronto, Ont.—P.0. I LET NAME 
Box 35, Station K * Montreal, 
P.Q. —P.0. Box 20. Station N 
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are Now Reading 





Send the literature and/or specification data checked: 
AMERICAN LUMBERMAN 7 

C) Homasote “88” Roofing © Panl-Tile (on 4’ x 8’ panels) 
© Trussed Arch © Grooved Vertical Siding 
O) Poultry Houses O Homasote (72-page) 
O Easi-Bild Patterns Handbook 
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ALUMINUM SPECIALTIES 





All-Purpose Metallic Bonder 


Trade-named Hercules Plastic Alumi- 
num, a brand-new all-purpose metallic 
bonder is said to insure a permanent, tough 
joint on a wide variety of materials in- 
cluding woods, metals, plastic, porcelain, 
canvas, leather. No heat is required. Made 
from an exclusive formula containing Di- 
amond Dust, it is applied from the tube 
or can like putty and dries to metal-hard- 
ness. Recommended by the maker as ideal 
for fixing leaks, cracks, dents and repair- 
ing breaks, it comes in a 5-12 ounce 
tube. Each tube is packaged with handy 
twin applicators. Larger 10, 22 and 48- 
ounce sizes are available in cans. Her- 
cules Chemical Co., Inc., Dept. AL, 416 
Broadway, New York 13,  & f 
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Weather Vanes 


A new line of extra large cast alumi- 
num weather vanes are scientifically made 
to catch and reflect the direction of the 
slightest breeze, but at the same time are 
sturdy enough to stand erect in gale gusts. 
Standing approximately 30” high with a 
21” arrow, the newly designed weather 
vanes are available in forge black in five 


different models—Cock of the Walk 
Rooster, Prancing Horse, Flying Goose, 
Coach and Horses or Pointer Dog. The 
new vanes, with the exclusive Universal 
roof adjustable base, may be quickly at- 
tached or installed on any style roof, says 
maker. Remington Hardware Co., Inc., 
Dept. AL, 102 Greenwich St., New York 
6, N.Y. 
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Ornamental Railing & Columns 


A completely adjustable ornamental 
aluminum rail that the do-it-yourselfer 
can install is announced. Marketed in pre- 
assembled, prepackaged sections, as well 
as in individual custom factory-made sec- 
tions, 3’, 4’, 5’ or 6’. factory-assembled 
sections can be used individually or joined 
together to make up any length for any 
size porch, patio or steps. Section includes 
one scroll spindle and four rail end brack- 
ets for fastening to wall, column or post. 
NAPCO Aluminum Railing is fabricated 
of rugged 6063TS5 extruded aluminum and 
is available in either mill finish or an 
anodized satin finishh NAPCO Orna- 
mental Aluminum Columns also are avail- 
able in a variety of sizes, designs and fin- 
ishes. National Aluminum Products Co., 
Dept. AL, 703 Pressley St., Pittsburgh 12, 
Penna. 
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Fold-O-Saw Horse 


Collapsible sawhorse legs made of alu- 
minum fold up for compact, space- saving 
storage. Any length, 2 x 4 or 2 x 6, may 
be used in slotted leg tops as crosspiece, 
says maker. Handle nuts at top attach 
legs firmly to crosspiece. When not in 
use, horse may be stored on shelf or in 
corner simply by loosening handles, re- 
moving 2 x 4 and folding up legs. Also 
available in steel. Fold-O-Products, Dept. 
AL, 5846 Haverford Ave., Indianapolis, 
Ind. 
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Plastic-Clad Insect Screening 


A new vinyl-clad aluminum insect wire 
screening combines the wearing quality 
of aluminum with the corrosion protection 
of vinyl plastic. Called Vinalume, this 
type of screening is said to be the metal 
industry’s answer to fiberglass screening. 
The vinyl cladding is applied to the alu- 
minum core wire by a patented process 
before weaving, which is done in the usual 
manner. Ordinarily, the plastic is trans- 
parent and does not change the aluminum 
color, but a tinted plastic coating can be 
supplied in large-quantity orders. Screen- 
ing is woven in standard 18 x 14 mesh of 
0.013” vinyl-clad wire. Available in 100’ 
or mill-length rolls in standard screening 
widths. New York Wire Cloth Co., Dept. 
AL, 441 E. Market St., York, Penna. 
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Do-It-Yourself Rail 


Sweep-Rake 


A new king-size aluminum 
leaf rake is named Sweep- 
Rake to suggest its use as 
a sweep or a rake. The tool 
is made entirely of light- 
weight gold anodized alumi- 
num except for its spring 
steel teeth, rubber grip and 
hardware. Gardex Co., Dept. 
AL, Michigan City, Ind. 


Circle No. 294 on Coupon, page 168 
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Rose Trellis 


When properly set, a 
heavy-gauge aluminum rose 
trellis, called Flex-Trell, is 
48” wide, 74” high. Just 
three bolts attach the trellis 
to the heavy, painted steel 
standard included with each 
trellis. Phillips & Buttorff 
Corp., Dept. AL, 813-12th 
Ave., No., Nashville, Tenn. 
Circle No. 295 on Coupon, page 168 


Lo-Boy Ladder 


Called the Lo-Boy, this 
16’ Blue Ribbon model is 
particularly designed for the 
low-level job where ease in 
handling, speed in operation 
and limited-space storage are 
paramount. Made of alumi- 
num, the ladder weighs only 
20 pounds. Goshen Mfg. 
Co., Dept. AL, Goshen, Ind. 
Circle No. 296 on Coupon, page 168 


September 1, 


A new _ do-it-yourself 
aluminum frail is _ being 
marketed as The Homecraft 
Line. The rail, available in 
3’, 4’ and 5’ lengths, is com- 
pletely disassembled and 
boxed as a complete rail. 
Easy-to-follow instructions 
are included. Elite Fabrica- 
tors, Dept. AL, Bel Air, Md. 
Circle No. 297 on Coupon, page 168 
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Saf-T-Stand 

A new ladder, called Saf- 
T-Stand, is topped by a su- 
persize platform step that’s 
a full 14” deep, so roomy 
you can even turn around. 
Stability is assured by one- 
piece heavy aluminized rust- 
resistant steel construction. 
Novel Products, Dept. AL, 
North Creek Rd., Bellmawr, 
N. J. 
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Yeck Columns 

These slender, graceful 
aluminum columns will sup- 
port up to 2,600 pounds, says 
maker. Designed as posts for 
awnings, porches or carports, 
the columns are available in 
mill finish or black and 
white anodized or white 
enamel finishes. Yeck Mfg. 
Corp., Dept. AL, Dundee, 
Mich. 
Circle No. 299 on Coupon, page 168 


Versatile Awning 
Met-L-Vent Awnings are 
made with two layers of alu- 
minum, a design that permits 
the use of protected vent 
holes that give better venti- 
lation, rain shielding and 
light admission, says maker. 
National Blow Pipe & Mfg. 
Co., Dept. AL, 1641 Poland 
Ave., New Orleans 6, La. 
Circle No. 300 on Coupon, page 168 
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Thresholds & Kick-Drips 


The Lemco line of thresholds (top 
photo) are produced from Croft Alloy 
6063 heat-treated TS aluminum with al- 
dized natural finish in five styles, includ- 
ing the firm’s popular Caulkless Red-Seal 
threshold. This style has two vinyl plastic 
seals at the base or bottom of each thresh- 
old, eliminating the use of caulking ma- 
terials, says maker. All Lemco thresholds 
are individually packed in revealing poly- 
ethylene wrappers with beautiful -three- 
color illustrated inserts and end caps. The 
Lemco line also includes an extruded alu- 
minum combination door kick plate and 
drip cap (bottom photo) to keep out rain 
and snow and protect doors against kicks, 
as well as an aluminum extruded push 
bar unit in a two and three-bar type, 
made especially for screen and jalousie 
doors. Croft Metal Products, Inc., Dept. 
AL, Hardware & Specialty Div., McComb, 
Miss. 
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Enameled Aluminum Wall Tiles 


Three new economy wall tiles for home 
and industrial installations are aluminum, 
except one, called Copper Glaze, which 
is actually enameled with a non-tarnishing 


copper color. Another is similarly enam- 
eled to look like brass. The third is known 
as Brushed Aluminum, being coated with 
a clear, durable enamel. In addition to 
being available in the 44%” x 444” square 
and 44%4” x 842” oblong sizes, the new alu- 
minum wall tiles also are offered in odd 
sizes and shapes for stripping, corners and 
other finishing touches. The tiles are at- 
tractively packaged 24 tiles to a box or 
three square feet, in the 414” x 414” size, 
with a square opening to indicate the col- 
or. These tiles also are available in solid 
copper, brass and stainless steel. Vikon 
Tile Corp., Dept. AL, Washington, N.J. 
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Styline Railing System 


Styline contemporary railing system 
brings you custom- made aluminum rail- 
ings designed for beauty, strength and 
simplicity of production. Functional fab- 
rication puts each phase where it can best 
be performed in shop or field, it is said. 
Adaptable to residential use, particularly 
split levels and balconies, Styline alumi- 
num railing is available in any of the 
Alcoa anodized colors. Photograph above 
shows railing in-use at the Burgess Lum- 
ber Co., Cresco, Iowa. Architectural Al- 
minum Co., Dept. AL, 5412 Center Point 
Road, N. E., Cedar Rapids, lowa. 
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Paints & Finishes 





Ready-Mixed Aluminum Paints 


No. 5025 Outdoor Aluminum Paint is 
widely used on frame and _ industrial 
buildings, fences, metal roofs, bridges, 
etc. A long oil, phenolic base aluminum 
for all exterior surfaces of wood, iron, 
steel, brick, concrete and fabric, it is 
recommended by the maker for priming 
new homes and lumber. Offers exception- 
al adhesion and is highly resistant to sun, 
rain and heat up to 450°. Ready to use 
without thinning. Also available is a 
heavy-duty roof coating for application 
over any commonly used roofing ma- 
terial except wood. Called No. 8500 3-A 
Roof Coating, it combines three full 
pounds per gallon of No. 325 mesh 
aluminum paste, an asphalt base and 
long staple Canadian asbestos fiber. 
Dries to a tough water and weather 
resistant, flexible film. Aluminum In- 
dustries, Inc., Dept. AL, P. O. Box 206, 
Station A, Dayton 3, Ohio. 
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Aluminum Glazing Compound 


DAP Glazing Compound No. 1012 
was developed especially for use on 
aluminum sash. Ideal, too, for steel, 
stainless steel, bronze and bonderized-gal- 
vanized steel sash, says maker. Can be 


used outside or inside for a fast, easy 
long-lasting glazing job. DAP 1012 ad- 
heres tightly and stays semi-elastic. Not 
affected by expansion, contraction, mois- 
ture or temperature changes after initial 
set, maker says. Provides maximum 
protection without painting, but lasts even 
longer with paint, it is said. Dicks-Arm- 
strong-Pontius, Inc., Dept. AL, Dayton 3, 


Ohio. 
Circle No. 305 on Coupon, page 168 
Zegers Zelite Finish 
A brand-new process within the finish- 
ing industry for improving the appear- 
ance, weather resistance and corrosion 
resistance of aluminum products, Zelite is 
a new characteristic which Zegers now 
has on its aluminum weatherstripping. 
The Zelite finish is said to provide a hard, 
clean and slick finish so tough that it 
easily withstands the abrasion and tight 
bends that occur in passing through 20 
sets of tool steel dies at the time the strip 
is formed. Zelite insures a clean, oil-free 
product for use in assembling window 
units without the risk of staining or 
smudging the sash, it is said. Zegers, Inc., 
Dept. AL, 8090 S. Chicago Ave., Chicago 
17, Ill. 
Circle No. 306 on Coupon, 
(for more new products, 
see next page) 
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INSULATION, SIDING & WALL COVERING 





Self-insulating Siding 


A new self-insulating, easily installed 
aluminum siding with a factory-attached 
fiberglass insulation blanket is announced 
for use on new and existing homes. A 
closeup of a section (top photo) of the 
siding, called Rexalum Imperial, shows 
the factory-attached insulation blanket, 
which is said to eliminate the need for 
installing separate insulation and siding. 
Upon installation (lower photo), painting 
of house also is eliminated, since the sid- 
ing is prefinished in seven decorator colors 
in permanent, rolled-on baked enamel. 
Rexalum Imperial panels are 8” wide and 
available in lengths of 12’6” or 6'3”. 
Consolidated General Products, Inc., 
Dept. AL, 24th & Nicholson Sts., 
Houston 8, Texas. 
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Sash Balance & Weatherstrip 


A combination sash balance and full- 
jamb weatherstrip for wood double hung 
windows is primarily for new house con- 
struction. Called the Quaker CBW, the 
combination balance-weatherstrip is preci- 
sion-formed. It is available in aluminum 
and stainless steel. Only regular prefitting 
is said to be required. Fits all standard 
1%” sash. Needs no sash attachments or 
stops, says maker. Quaker City Metal 
Weatherstrip Co., Inc., Dept. AL, Sharon 
Hill, Penna. 
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Vinyl-Metal Wall Panels 


Called Clad-Rex, new prefinished wall 
panels for homes, offices, etc., are per- 
manently bonded laminates of vinyl over 
aluminum or steel sheet. They can be 
installed over any reasonably even base 
wall of plaster, drywall, hardboard, sheet- 
rock, rock lathe, cinder or concrete 
block, poured concrete or brick, it is 
said. Combining the durability of metal 
and the toughness of the vinyl, the pan- 
els are available in a wide variety of 
decorator colors, including three dimen- 
sional patterns and warm contemporary 
colors. Clad-Rex Corp., sub. of Simoniz 
Co., Dept. AL, 2101 S. Indiana Ave., 
Chicago 16, Ill. 


Circle No. 309 on Coupon, page 168 
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Keystone Aluminum Siding 


Smart in appearance, Keystone Alumi- 
num Siding adds to the appearance of any 
home. Available in six popular colors 
white, gray, buff, green, pink and blue. It 
features an exclusive interlock with the 
self-leveling bead. Keystone panels pro- 
vide nailing slots to care for any contrac- 
tion or expansion of the inner walls, thus 
preventing nails from loosening or panels 
from pulling, says maker. Heavy gauge 
back-up tabs or backer-board used with 
siding gives added strength and rigidity. 
Keystone Aluminum Siding is easily ap- 
plied over wood, shingles, stucco or brick, 
says maker. Makes old homes look like 
new, new homes more beautiful and eco- 
nomical, it is said. K & Z Mfg. Co., Div. 
of Keystone Alloys Co., Dept. AL, Derry, 


Penna. 
Circle No. 310 on Coupon, page 168 


Breathomatic Insulation Foil 


New Foil-Tite Breathomatic aluminum 
foil insulation breathes through tiny per- 
forations, allows moisture to escape yet 
retains all insulation qualities, says maker. 
Light and easy to handle, it goes up fast. 
Available in foil/foil or foil/kraft con- 
venient size building rolls. Consolidated 
Foil & Bag Co., Dept. AL, 561 Windsor 
St., Somerville, Mass. 
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Two New Insulation Products 


Fiberglas new foil-faced home insula- 
tion is one-third faster, easier to apply, 
it is said. Its single facing makes it easy 
to cut and the double-thick nailing flange 
is extra strong, says maker. Fiberglas also 
announces a_ foil-enclosed insulation, 
which is actually a two-way insulation. It 
is a blanket of Fiberglas combined with 
an all-around wrapper of Alcoa aluminum 


foil to bounce back summer sun heat. 
It’s also perforated to let the insulation 
breathe in winter. Roll blankets for in- 
stallation in large areas are available in 
15”, 19” and 23” widths. Flange pro- 
vided on edges for nail speeds applica- 
tion, says maker. Batt blankets in shortet 
lengths assure easy handling in cramped 
quarters. Owens-Corning Fiberglas Corp., 
Dept. AL, Toledo 1, Ohio. 
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Wisco Lap Siding 

Aluminum lap siding panels in white 
and four pastel colors for new home 
construction and remodeling are now of- 
fered by Wisco. The siding incorporates 
the fresh look of Colonial clap boards 
with the long-lasting durability of alu- 
minum. It can be quickly installed over 
wood, brick, cement block, stone, shin- 
gle and stucco surfaces. The panels, 
12’6” long with 8” weather exposure, 
are finished with two layers of enamel 
Tiny, 3/16” vent holes are located every 
16” along the bottom edge of the siding 
panels to permit the escape of moist air 
in damp, humid weather. Convenient 
nailing slots 5/16” wide are positioned 
every two inches at the top. Wisco also 
offers complete aluminum trim acces- 
sories. Wisco, Inc., Dept. AL, 4015 
Michigan Ave., Detroit 10, Mich. 
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Alsco Siding 


One man can install new 
rigid, lightweight Alsco alu- 
minum siding with built-in 
Bak-R-Foam insulation, says 
maker. The aluminum is 
backed with Dylite Foam 
material. The siding is avail- 
able in nine colors. Alsco, 
Inc., Dept. AL, 225 S. Forge 
St., Akron 8, Ohio. 
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Insulated Siding 


Each panel of double-in- 
sulated Altex aluminum sid- 
ing is electrostatically cov- 
ered with a baked enamel 
finish and each panel is 
backed and supported with 
rigid insulating board. Avail- 
able in lovely color tones 
and white, Altex Corp., 
Dept. AL, Waukesha, Wis. 
Circle No. 315 on Coupon, page 168 








September 1, 1958, AMERICAN LUMBERMAN 





American Lumberman Classified Advertising 





HELP WANTED 





SITUATIONS WANTED | 





BUSINESS OPPORTUNITY 











Wonderful opportunity for a good salesman 
to sell builders’ hardware and specialties to 
lumber yards in established territory for 
largest distributor on the East Coast. Gen- 
erous draw against commission. Yearly 
earnings excellent. Reply Box D-62, Ameri- 
can Lumberman, Inc. 


FHA TITLE II MAN 

Large Florida Retail Lumber and Building 
Material Dealer wishes to employ man ex- 
perienced in making applications for and 
processing FHA Title II Loans, and VA 
Loans, and in the handling of Construction 
Mortgages. Must have good record. Address 
Box E-23 American Lumberman, Inc 


SALES MANAGER WANTED 

Large volume retail lumber company with 
aggressive advertising schedule and large 
ticket package sale desires experienced man 
interested in top earnings. Company bene- 
fits. Excellent opportunity with growing 
firm in Chicago area. Address Box E-24 
American Lumberman, Inc. 


ESTIMATOR - MILLWORK, Tucson, Ari- 
zona. Experienced in figuring full mill bids 
from architect's plans for churches, com- 
mercial buildings and residential construc- 
tion, also billing and detailing into mill 
Write stating salary expected to Southwest- 
ern Glass & Millwork Co., O. Box 630, 
Tucson, Arizona 


SUPERINTENDENT WANTED 

By a Millwork and Building Material Jobber 
located in Midwest, to take charge of Main- 
tenance Mill, Assembly and Shipping De- 
partments. Some practical knowledge of Mill- 
work Details and Machines necessary. Give 
background, experience, age, and salary re- 
cuired. References required, Address Box E- 
25 American Lumberman, Inc 


EXCELLENT POSITION 
with 
WOODWORK INSTITUTE OF CALIFORNIA 


Director of Architectural Services, open for 
qualified man to contact architects through- 
out the state to promote the proper use of 
millwork and assist them with specifica- 
tions for same. Must be able to prepare and 
present programs for various interested 
groups, including W.I.C. meetings. Will be 
asked to prepare technical millwork bulle- 
tins to be distributed to architects. Previous 
association work would be a valuable asset 
though not required. Substantial salary, car 
and expenses. Give complete qualifications 
in first revly. Woodwork Institute of Cali- 
fornia, 1833 Broadway, Fresno, California 


Wanted—Draftmen for home building, perm- 
anent Greeley, Colorado or Colorado 
Svrings, Colorado. Contact Frank M. Weller, 
Greeley, Colorado 


Man Wanted. One with knowledge of lum- 
ber yard counter sales and abilitv to take 
telephone orders. Also, he should have some 
bookkeeping knowledge so that he can assist 
in our accounting department. Good working 
conditions in Southeastern Wisconsin Yard 
—* Box E-35 American Lumberman, 
ne 


Experienced Manager retail yard Eastern 
Washington. Salary $500 to start. Give com- 
plete detail of experience and availability 
Applications treated confidential. Address 
Box E-32 American Lumberman, Inc 


SALESMAN FOR ARKANSAS AND OKLA- 
HOMA AREA. Leading manufacturer of 
builders hardware needs employee salesman 
due to transfer of present salesman. Prefer 
man with southern background, age 27-35, 
2 years college, experience in hardware 
field. Salary, commission and expenses. Good 
retirement and insurance program. Address 
Box E-33 American Lumberman, Inc. 


WANTED: Millwork estimator and biller, ex- 
perienced. Excellent opportunity for re- 
liable man. Apply fully and state salary ex- 
pected. Herman H. Hettler Lumber Co., 2601 
Elston Ave., Chicago, Ill. 


DETAILER AND BILLER 


Florida Millwork Company wishes to employ 
a draftsman experienced in Detailing and 
Billing. Send ful! particulars of experience 
and references. Address Box E-34 American 
Lumberman, Inc. 
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Aggressive, ambitious lumberman, age 35 
Twelve years experience, desires position 
of Yard Foreman. Prefer Ohio or Pennsyl- 
vania location. Address Box E-26 American 
Lumberman, Inc. 


Experienced Lumberman wants 
position managing wholesale 
building material or wholesale 
carload business. Address Box 
E-36 American Lumberman, Inc 


Bookkeeper—familiar lumber terms, middle 
age; self-employed for some time. Like dis- 
tribution yard, wholesale or some manufac- 
turing. Consider other. Address Box E-37 
American Lumberman, Inc 





SALES REPRESENTATIVE 
WANTED 











WANTED—Manufacturer Representa- 
tive—to sell complete line of orna- 
mental iron and aluminum railing and 


columns. A _ Do-it-yourself item—a 


volume product with fast turn-over 
Liberal Commission. State area in 
which you sell when writing for de- 


tails 
ELITE FABRICATORS. 
Bel Air, Maryland 


Nationally known door lock manufacturer 
selling to lumber, building material and 
hardware trade has openings for established 
commission sales representatives in some 
choice protected territories. Address Box 
D-55, American Lumberman, Inc. 


Large Midwest lumber wholesaler wants 
sales representatives for Wisconsin, Illinois 
and Indiana territories. Prefer men with ex- 
perience and following. Rollin S. Crow, Inc 
20 N. Wacker Drive, Chicago, Ill. St 2-2990. 


REPRESENTATIVES WANTED 
Manufacturers reps calling on retail lumber 
and hardware accounts, to sell 3” PLASTIC 
JARS with PERFORATED BOARD BRACK- 
ET welded to cap. Fits all pegboard. Handy 
storage for bolts, nuts, parts. Good accept- 
ance. Repeat business. Impulse sales dis- 
plays. Samples, brochures. STELCO MANU- 
FACTURING CO., 972 Broad Street, Newark 

ae 


WANTED: Agent for top line of Italian 
Mosaic Tile, now expanding distribution to 
building supply field. First quality product 
at a competitive price with tremendous ap- 
peal to Do-it-yourself market: Supported by 
aggressive promotion and advertising pro- 
gram. Territories open: New York State, New 
England, Ohio, Indiana, Michigan, Pennsyl- 
vania. Address Box E-38 American Lumber- 
man, Inc. 





SALES REPRESENTATIVES 
AVAILABLE 











Manufacturers Representative with three 
salesmen seeks connection with reliable Fir 
Plywood mill for car and pool car sales di- 
rect to well rated dealers in North East and 
Mid-Atlantic States. This method of distribu- 
tion has proved successful on other items 
and results in steady sales that are not sub- 
ject to diversion by jobbers. Address Box 
E-39 American Lumberman, Inc. 


Manufacturers Representative desires good 
connection on Millwork, Plywood, Doors, 
Paneling and on calling on Building 
Material jobbers outhern States with 
protected territory. Address Box E-40 Amer- 
ican Lumberman, Inc. 


Manufacturer’s Representative: 12 year 
background, sash & door & building mate- 
rial jobbers wishes to relocate Madison, Wis- 
consin area. Now covering Missouri, Illinois, 
lowa, out of St. Louis. Can furnish excellent 
references. Age 42, married, 4 children, col- 
lege 3 years. Address Box E-41 American 
Lumberman, Inc. 


FOR LEASE in Dowagiac, Michigan. Popu- 
lation 8000, an excellent retail lumber yard 
complete with inventory, modern office, 
display room, sheds and equipment. Best 
location in thriving two yard town with good 
industries, farms, and lake trade. 
MARQUETTE LUMBER CO., INC 
306 S. Notre Dame Avenue 
South Bend 22, Indiana 


FOR SALE 


Old established retail lumber and building 
materials company, with excellent financial 
reserves and a long record of substantial 
annual earnings. Located in a good business 
town, with a large trading area, in the pic- 
turesque mountain country of New Mexico, 
long famed for its mild, healthy climate and 
daily sunshine—its many outdoor recreation- 
al activities like hunting, fishing, etc., etc 
Inventory and equipment roughly $90,000.00 
Real estate $37,000.00. Terms might be ar- 
ranged with responsible parties. Reason for 
selling: Heirs are in own business in a dis- 
tant area. Address Box E-42 American Lum- 
berman, Inc 





RAILS WANTED 











RAILS. New and Relaying, Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 


M. K. FRANK 
480 Lexington Ave., New York 17. N.Y 
400 Park Bldg., Pittsburgh 22, Pa 
105 Lake Street, Reno, Nevada 





BUSINESS FOR SALE 








Prosperous building material business in 
Michigan’s best tourist town. Ample ware- 
houses and yard space. Large, modern sales- 
room. Best of prospects. Would prefer to 
lease land and buildings. About sixty thous- 
and will cover stock and equipment. Apply 
Box B-43, American Lumberman, Inc. 


Profitable Lumber, Concrete Block Manufac- 
turing and Building Materials Business. 
500’ Railroad Frontage. Will sell on terms to 
right party. R. N. Graham, P. O. Box 6005, 
Daytona Beach, Fla. 


For Sale: Nebraska Yard. Priced to sell 
Owner wishes to retire. Address Box E-43 
American Lumberman, Inc 





MACHINERY FOR SALE 











For Sale: First class condition—1 Black Bros 
4 x 6 #200 High-speed pneumatic sash and 
screen clamp, motorized for adjusting clamp 
from one size to another. Address Box E-44 
American Lumberman, Inc. 


FOR SALE 


V-60 Yates Resaw 60” LH-tilt rolls. Prac- 
tically new. Pilot wheel set works for frac- 
tional sawing. V-belt drive 75 HP. Six 18 
gauge saws. Last word for complete unit 
$8,100.00. 

HUSS LUMBER COMPANY 

1350 W. Fullerton Avenue 

Chicago 14, Illinois 





RAILS FOR SALE 








New and reconditioned relaying rails, all 
weights, for dry kilns and other purposes. 
DWEST STEEL CORPORATION 
518 Dryden St., Charleston, W. Va. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SURALTY co. 
Minneapolis, Minn 
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“SHOWCASE” DEALERS 


(participating in model home 
program described on page 23) 





* Denotes Location of Model Home. 

ARKANSAS, Hope—Hope Bldrs. Supply 
Co., 3rd & Louisiana (S, Walnut St.*); Stutt- 
gart—Sparrow Bldrs. Supply, 904 N. Buerkle 
Rd. (Coker Hampton Addition*). 

COLORADO. Yuma—H. C. Hock & Sons, 
102 S. Main St. 

CONNECTICUT. Ansonia—Ansonia_ Lbr. 
Co., 130 Canal St.; Hawleyville—Platt Lbr. 


Co. 

FLORIDA—Bradenton—Zoller Lbr. Co. 
(Harbor Hills*); Lakeland—Joyner Lbr. 
Co., 601 W. Lemon St. (Sunshine Acres 
Sub.*); University Park—Carolina Lbr. Co., 


575 ane t. 
GEORGIA, Decatur—Dial Hdwe. & Su 
Co., 4767 Memorial Drive; Macon-MeNaty 
Lbr. & Supply Co., 292 Fifth St.; Sandy 
Springs—Sandy Springs Bldrs. Suepyy. 6038 
Roswell Rd., N. E.; Valdosta—J. N. Bray Co., 
2422 Westwood Drive (Westover Sub.*). 

ILLINOIS. Clarendon Hills—Brownson 
Lbr. Co., 326 Park; Quincy—Baker Lbr. Co., 
233 S. 9th St.; Rock Island-Moline—Swan 
& Brahnsen Lbr. Co., Route U. S. 150 

INDIANA. Salem—Tarr Lbr. Co., 400 S. 
Main St. (Charles E. Tarr Addition*); 
Whiting—Northern Indiana Lbr. & Coal Co., 
1000-114th St. 

IOWA. Cedar Rapids—Lumber Supply, 
737 First Ave., S. W.; Davenport—H. O. 
Seiffert Lbr. Co., 923 W. Second St. (Hillan- 
dale Addition*); Donahue—Rohik Lbr. & 
Grain Co., 2500 E. Lombard )West Colum- 
bia Court—Davenport*); Keokuk—Taber 
Lbr. Co., 1002 Main St.; Nevada—J. F. An- 
derson Lbr. Co.; Sioux City—Walensky Lbr. 
Co., 4626 Country Club Blvd. (Buckwalter 
Addition* ). 

KANSAS. Wellington—Hangen-Gibson Lbr. 
Co., 306 N. Washington (West Ridge Addi- 
tion* ) 

KENTUCKY. Corbin—F. B. Heath Lbr. 
Co., Fourth & Lynn Ave. (Tanglewood 
Sub.*); Madisonville—Jones Bldg. Service, 
150 N. Kentucky Ave. (East View Acres*). 

LOUISIANA. Alexandria—Koncinsky 
Bidrs.. & i ply, 621 N. 3rd St.; West Mon- 

anders Lbr. Co. 

MASSACHUSETTS. Adams—R. T. Arnold 
Lbr. Cor 44 Spring St. (Towncrest Vil- 
lage*); Sudbury-—-Massachusetts Lbr. Co.; 
Taunton—Mozzone Bros., 137 Hart St. 
(Raynham Terrace, Raynham*). 

MICHIGAN. Auburn Hts.—Auburn Lbr. 
Co., 70 S. Squirrel Rd. (Union Lake Sub.*); 
Mt. Pleasant—Mt. Pleasant Lbr. Co., North 
Mission St. 

MINNESOTA. Austin—Crane Lbr, Co.; 
Marshall—J. F. Taylor & Sons, 105 S. Ist 
St. (Eatros Addition*); Mound—Minnetonka 
Lbr. Co. (Halstead Acres*); Spring Park— 
Minnetonka Lbr. Co. (Maple Hill Sub.*). 

MISSISSIPPI. Meridian—Acme Bldg. & 
rer Co., 8th Ave.—A St. (23rd Ave.—25th 


t.° 
MISSOURI. Cape Girardeau—L. H. Land- 


raf Lbr. Co., 1459 Independence (Meadow 
ane*); St. Joseph— St. Joseph Lbr. Co., 
1401 Frederick Ave. (1813 vers Lane 
Heights*); Sikeston—Home Materials Co., 
803 Ruth St. (Lee Hunter Sub.*). 
MONTANA. Great Falls—Grogan Robin- 
son Lbr. Co. (Sunrise Terrace Addition*). 
NEBRASKA. Cozad—Howell Lbr. Co. 
NEW JERSEY, Berkeley Heights—U. S. 
a a 3 Co., 700 Springfield Ave. 
MEXICO. Roswell—Pecos Valley 
Pn Co., 200 § Main (Rio Seco Sub.*). 


NEW YORK. Cohoes—Welsh & Grey Lbr. 
Corp., 115 Saratoga St.; Delmar—F. F. Cran- 
nell Lbr. Co.; Dryden—Baker Lbr. Co., 
Highland Drive (Highland Park Sub.*). 

NORTH CAROLINA. Mount Airy—Foy 
Lbr. Co., 541 Pine St. (124 W. Poplar St.*). 

OHIO. Alliance—Robertson Lbr. & Const., 
126 E. Grant (Crestwood Hts. Allotment*) ; 
Bryan—Stine Lbr. Co., 31 W. Bryan St. 
(Pleasantwood*); Kenton—Root Lbr. Co., S. 
Ohio & S. Market Sts. (Tall Timbers*); 
Maumee—Maumee Lbr. & Supply Co., 707- 
717 Conant St. — & = Sts.*); 
Oxford—Mahany Coal & Lbr. : Wooster— 
D. C. Curry Lbr. Co., 331 w. "Henry St. 
(Fairview* ). 

OKLAHOMA. Tulsa—Henshaw Lbr. Co., 
1621 N. Peoria (Eagle Henshaw Addition*). 

OREGON. Ontario—Boise Payette Lbr. Co., 
512 S. Oregon St. 

PENNSYLVANIA. Athens—H. M. Hair & 
Son, 116 Walnut; Bloomsburg—Robinson 
Lbr. & ouneny Co. (Sherwood Village*); Car- 
lisle—H Castles, 290 E. Pomfret St.; 
Greenville—Oakes & McClelland (Valley 
View Drive*); Pottstown—Merritt Lbr. 
Yards; Reading—Merritt Lbr. Yards: Phil- 
adelphia—Scholtz Lbr. Co., 85th & Tinicum 
Ave. (Leamy Ave. Estates-Springfield*). 

SOUTH oa. Lancaster—Builders 
ae 501 S. French St. 

H DAKOTA. Rapid City—Knecht Re- 
co Homes, 307 8th St. (2015 Selkirk Place*); 
Sioux Falls—H. W. Ross Lbr. Co., 535 E. 6th 
St. (204 E. 34th St.*). 

TENNESSEE. Knoxville—John H. Schaad & 
Sons, 2500 Western Ave. (Cumberland Es- 
tates*) 

TEXAS. Amarillo—W. C. Roberts Lbr. Co., 
3906 Georgia (Paramount Addition*); Bel- 
laire—Menefee Lbr. Co., 5506 Bellaire Blvd.; 
Electra—Foxworth-Galbraith Lbr. Co., 217 E. 
Front St. (Hillcrest Addition*); Ft. Worth 
—Jefson Lbr. Co., 330 W. Seminary Drive 
(South Hills Addition*); Huntsville— 
City Lbr. Co.; Marshall—Harrison County 
Lbr. Co., 512 S. Washington (Mockingbird 
Hills Sub.*); Orange—Circle Lbr. Co., Mc- 
Arthur Road (Greenway Park*); Paris— 
Clyde Parham Lbr. Co., 2429 Clarksville St. 
(Parham Park No. 2*); San Antonio—West- 
brook Lbr. Co., 1727 Avenue B (Woodlands 
Additioon*); Texarkana— Temple Lbr. Co., 
1482 New Boxton Road; Waco—AAA Lumber 
Co. 5600 W. Waco Drive (Lake Air Village 
Addition*); West Vernon Hts.—H. G. Leon 

, 4207 Maple Ave. (McDonald 


VIRGINIA. Roanoke—Hodges Lbr. Corp., 
528 Shenandoah Ave. (Sugar Loaf Estates*). 

WISCONSIN. Madison—McCormick Lbr. & 
Fuel Co., 7 N. Bryan St. (Hill Farm*); Mil- 
waukee—Paulson Lbr. Co., 2837 W. Stark 
St. (Clearview Acres Sub.*); Two Rivers— 
Schmitt Lbr. Co., 1812 19th St. (Schmitt 
Bros. Sub.*). 


Open New Warehouses 

Challenger Products, Inc., Car- 
negie, Penna., manufacturer of alu- 
minum and stainless steel storm win- 
dows and doors, has opened a Chi- 
cago warehouse at 3807 W. Ogden 
Ave. 

A new western corporate office and 
warehouse in the Los Angeles metro- 
politan area has been completed for 
The Stanley Works, New Britain, 
Conn. Harvey A. Clark has been ap- 
pointed manager. 





MANUFACTURERS 


Since 1879 





EXCHANGE SAWMILLS SaLes Co. 


SOUTHERN and WESTERN WOODS 


Yoncalla Lumber Co. 
Douglas County, Oregon 


1400 R. A. Long Bidz. 
Kansas City 6, Mo. wx xc-as« 


DISTRIBUTORS 
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PACKAGED NAILS 


(begins on page 60) 





specific count of aluminum nails suf- 
ficient for the application of a given 
amount of building material. For ex- 
ample, wood siding nails were packed 
575 nails per box sufficient for ap- 
plying 500 board feet of 34” x 8” bevel 
wood siding. 

Another development was the in- 
troduction of fibreboard cans in 1952, 
followed by a complete stylized design 
for the packages by a leading design 
firm. 

This year, a single-size container 
was adopted and a new line compris- 
ing the most popular 15 different types 
and sizes of nails created especially 
for hardware departments of lumber 
and building material dealers. Again, 
the nails are sold by count, but the 
basic design behind the new box is 
that it contains the approximate 
equivalent of one pound of steel 
nails. 

Today there are six thriving man- 
ufacturers of aluminum nails and sales 
are booming. Production as Nichols, 
for example, is 8% above last year. 

The FHA has recognized the value 
of aluminum nails in residential con- 
struction as outlined in Use of Materi- 
als Bulletin No. UM-23, June 1, 1956. 
In addition, Federal Specification FF- 
N-105 on aluminum nails was issued 
October 6, 1952. 

The experience, which the Nichols 
company obtained in manufacturing 
and merchandising aluminum nails, 
has enabled them to develop a full 
line of aluminum building products— 
flashing, valley, building corners, trim 
and roofing accessories—a testimony 
to the merchandising skill that runs 
through the aluminum industry to- 
day. 





Heads Upson Co. Sales 


¢ Appointment 
of Byron C. Wag- 
ner as director of 
marketing is an- 
nounced by The 
Upson Co., Lock- 
port, N. Y. He 
will direct and 
coordinate the 
operations of Up- 
son’s sales, ad- 
vertising, promo- 
tion and public relations departments. 


Wagner 


Contracts Entire Plywood Output 
of Pacific Coast Co. 


Starting Sept. 1, U. S. Plywood 
Corp., will market the entire 36 mil- 
lion square foot annual output of fir 
plywood manufactured by the Pacific 
Coast Co. of San Francisco, under a 
contract signed by S. W. Antoville, 
president, U. S. Plywood Corp. and 
Hugh J. Jacks, president, Pacific Coast 
Co. 
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BOOKS ON 
CONSTRUCTION 
PLANNING and 

DESIGNING 


BLUEPRINT READING. By Dalzell, Mc- 
Kinney and Ritow. A practical book of 
self-instruction on blueprint reading. The 
popular question and answer method is 
utilized and two sets of plans are in- 
cluded. Price $1.75. 


CARPENTRY. By Townsend. A practical 
treatise on simple building construction, 
including framing, roof construction, gen- 
eral carpentry work, exterior and interior 
finish of buildings, building forms and 
working drawings. An outstanding book. 
Price $2.50. 


CYCLOPEDIA OF BUILDING TERMS. 64 
pages of definitions, illustrations, charts 
and tables to assist lumber and building 
material dealers in the operation of their 
business. Manual on Fundamentals of 
light construction and building materials 
for lumber dealers. Excellent presenta- 
tion. Price 50c. 


STANDARD MOULDING BOOK. Fourth 
edition. Over two hundred and fifty 
mouldings shown in actual size perspec- 
tive. Excellent outlines and descriptions. 


Price $1.00. 


STEEL SQUARE. By Townsend. This edi- 
tion follows through the construction of 
a dwelling from start to finish. Index is 
arranged so that the workman can turn 
instantly to the job in which he is inter- 
ested. Price $2.50. 


HOW TO PLAN A HOUSE. By Gilbert 
Townsend and J. R. Dalzell. The building 
tradesman will find this book presents 
all the basic and authoritative informa- 
tion necessary in planning the house. 
Price $6.95. 


‘Chg es eco wig 
| Mail This Coupon to: 


| AMERICAN LUMBERMAN, INC. 
| 59 E. MONROE ST., CHICAGO 3, ILL. 


| Enclosed is my check in the amount of $ __ for 
| the books | have checked below. 
Remittance must accompany order. 
Blueprint Reading 
Carpentry 
Clyclopedia of Building Terms .. 
Standard Moulding Book 
Steel Square 
How to Plan a House 














I never mind when a woman looks poured into a dress pro- 
vided too much has not settled to the bottom. 
* * * 
Moralist: “Young man, I imagine life means nothing to you 
but wine, women and song!” 
Young man: “No, that’s not so. I can’t sing a note.” 
* . * 
A man can usually tell what kind of a time he’s having at a 
party by the look on his wife’s face. 
* * > 
Woman in detective agency: “I want my husband and the 
other woman followed night and day and a complete report on 
what she sees in him!” 
* a ” 
Woman: “I was a fool when I married you.” 
Husband: “Yes, but I was too infatuated at the time to no- 
tice.” 
* * = 
In all modesty may we state that we at MAUK are not just 
riding on the reputation of a generation of lumber dealers. 
Our present stocks are up to date, our service modern and 
complete. While acknowledging the established MAUK tradi- 
tion and experience as a lumber wholesale house we are quite 
firmly convinced that in every respect MAUK in '58 measures 
up, that we are now, as long before, the soundest source of 
building materials in the Pacific Northwest. 
+ * a 
Simple Celia says many a woman has forgiven a man’s past 
because of his presents. 
+ 7 7 
She worked hard. She was efficient and after two years in 
an outlying office of the big organization she was transferred to 
the head office in New York. The morning she reported to her 
new assignment the big chief called her into his office and 
said, “I hope you like it here. The work will be practically the 
same that you did in the branch office.” 
“O.K.,” she replied. “Kiss me and start dictating.” 
* - 7 
Do You Know What Dep’t: 
Do you know what a bachelor is? Footloose and finance free. 
Do you know what a girl is? A creature who will scream at 
a mouse and silently get into a car with a wolf. 
Do you know what a perfect union is? Your association with 
the MAUK Lumber Co. 


* x * 


MAUK Seattle Lumber Co. 
Seattle, Washington 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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HOT MEM Gr 
(OXL() weather 
PROFITS... 


ARROW’S 


Packaged Aluminum 


PATIO-CARPORT 





Get a “‘Ground-Floor” start in America’s 
Newest, Hottest Home Improvement Item. 


With ARROW You do it the Fastest, Easiest way— 


with no capital outlay. 
SO UNIQUELY DESIGNED—SO WELL BUILT—SO LOW PRICED 
It Sells Itself! 


Available from stock in: 3 Popular Sizes * 3 Color Combinations 
* Other sizes available 
A high profit margin over these low prices still enables you to beat 
competition: 

*-lae" « WO... Siz. ° 

O8GE ERO «os 85. © Legs 

© Quantity discounts up to 20% off above prices. 
A “Do-It-Yourself” natural, simple to install with illustrated instructions 
in each package. 
Arrow structural engineers designed this package for strength as well as 
beauty. It will withstand year ‘round weather abuse with loading factor 
of 25 Ibs. sq. ft. 
All components finished with baked-on ‘‘Pressurecoat,” 
clusive, guaranteed against chipping, peeling, rusting. 
Legs and roof understructure of heavy gage steel. 
Aluminum Roof Pans are fluted for extra strength and beauty, formed 
with interlocking edges for quick “snap-together” assembly. 


Getting Started is THIS SIMPLE . 


Fill out the coupon below and we'll RUSH you all the facts, features and 
specifications. 

Upon your approval of the program, we'll ship you your complete Selling 
Portfolio of promotional material .. . 

* Newspaper Mats * Colorful Brochures * Large Glossy Photos * Giant 
Colored Window Streamers * Lighted Counter Display with colored photos 


Get started NOW ... it’s CARPORT Time! 
ARROW —The Greatest Name in Aluminum n Awnings 


Arrow Metal Products Corp., Haskell, N. J. AR183 


Gentiemen: Please Rush me ali information on your Packaged Carport. 


- «it. 64. 
3.95 each 


an ARROW ex- 


Name___ 
Company 
Address_ 
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OTHER 
SIDE 


There’s 
no ceiling 


PROFITS 


with 
Simpson Forestone* 


...and no ceiling material 
like Forestone 


@ Forestone’s rich textured fissured 
surface absorbs up to 70° of the noise 
that strikes it ... may be repainted 
repeatedly without appreciable loss of 
sound absorption or luxurious decora- 
tive appearance. 

Materials that only look like Forestone 
cannot provide the same sound condi- 
tioning and permanent beauty. Why 
take chances with customer satisfac- 
tion when Forestone is so economical 
and easy to install... gives you the 
high markup and faster sales that bring 
greater profits? 

Buyers are pre-sold by full color, full 
yage ads appearing regularly in THE 
SATURDAY EVENING POST, BET- 
TER HOMES & GARDENS, HOUSE 
BEAUTIFUL and SUNSET. You get 
extra impact by using free Forestone 
display and selling materials. 

Cash in on the growing demand for 
this high profit, low cost genuine fis- 
sured acoustical material. Call your 
Simpson man today. 


RELY ON 


Fonestone 


ACOUSTICAL CEILING MATERIAL 


FOR MORE FACTS MAIL THIS COUPON NOW 
Simpson Logging Company , 
1014J White Building, Seattle 1, Washington i 
Please send complete information and name of my nearest ' 
Simpson Distributor. 

NAME__ 
FIRM 

ADDRESS 

CITY : ZONE___STATE__ 


Tongue-and-groove flanged joint makes 


. ‘ *RE 5 PAT FF. — U.S. PAT. NO 2.791.289 A 
Forestone quick n’ easy to install. REG 3. PA F 2,791,289 
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Sure-Fire 
Business Builder 
for You! 


Cupples Low-Cost, 


SINGLE-HUNG 
BALANCED 


Aluminum Window Now Has 


Here’s what you and your customers have 
been looking for. A single-hung window with 
removable sash that permits washing from the 
inside. That means this popular window now 
is perfect for split-level and two-story homes 
as well as for single-story dwellings...a 
vastly increased market for you. 


Made to the highest standards of design and 
construction. Automation makes it possible 
to price this window lower than any previously 
built. And the removable sash is an exclusive 
feature...one that will meet immediate ac- 
ceptance, clinch the sale for you. Be among 
the first to sell this big money-maker. 


ALUMINUM WINDOW BUSINESS 


The present is good the future looks terrific. Accelerated 
building programs point to an ever-growing use of these 
modern windows an ever-widening market. A Cupples’ 
franchise can be profitable to you from the start. The 
Cupples name stands for the very finest products... 
products that have pleased homemakers for more than 
100 years. Why not find out just what a direct Cupples 
connection can mean to you? Write today. 

















ZIP OUT; ZIP IN 
Simple, foolproof 
device permits 
easy removal 
of sash 





Look at these other features! 


e Integral fin-trim—just 4 nails to install, 


e Equipped with the finest mechanical balance, 
assuring whisper soft operation. 


e Weatherstripped with metal-backed fabric, 
e Stronger, more rigid. Dust and draft-free. 

e Never binds or sticks. Never needs painting. 
e FHA approved. No service call backs, 


@ Meets the specifications of the Aluminum 
Window Manufacturers Association. 


PRODUCTS CORPORATION 


2653 South Hanley Road 
St. Louis 17, Missouri 
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